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Purchasing Japanese products has always been a controversial topic for Chinese, 
especially in recent years when the relationship between Japan and China has become 
strained. For some Chinese consumers, purchasing Japanese products is associated 
with being unpatriotic. The recent “Japanese history textbook controversy” triggered 
several large scale “Anti-Japanese demonstrations” in main Chinese cities. Many 
reports on the demonstration concerned one problem: whether it is true that the 
majority of Chinese consumers would refuse to purchase Japanese products because 
of this “anti-Japanese” sentiment. 
My study engaged in an empirical investigation of Chinese consumers’ attitudes 
toward Japanese products available in the Chinese market. Using SPSS based 
quantitative survey methods and in-depth qualitative interviews with local Chinese 
dealers, factors such as the Country of Origin, Country of Manufacture, brands, 
consumerism, ethnocentrism, and animosity towards Japanese have been thoroughly 
examined.  
The following research questions were designed for the investigation. Firstly, is it true 
that animosity toward Japan will make the majority of Chinese consumers refuse to 
purchase Japanese products? Secondly, when Chinese consumers compare Japanese 
products with Chinese products, how does “made in Japan” influence Chinese 
consumers’ product judgment and purchase intention? Thirdly, since both the “made 
in” image, and brand identity, could influence consumers’ judgment of products and 
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purchase intention, how would the influence of the “made in” image be different from 
the influence of brands to consumers’ judgment of products and purchase intention?  
According to the results from both quantitative surveys and in-depth qualitative 
interviews, the study finds that the majority of Chinese consumers still prefer to 
purchase Japanese products, especially when Chinese consumers compare a Japanese 
product with a similar Chinese product. Chinese consumers often evaluate Japanese 
products as being of better quality than similar Chinese products. Secondly, the study 
finds that animosity towards Japanese does exist and influences Chinese consumers. 
There are some consumers who would refuse to buy any Japanese product because of 
animosity and other reasons. However, the study finds that the impact of animosity is 
limited and the majority of Chinese consumers would not be influenced by this 
anti-Japanese sentiment when they are in the process of choosing and purchasing 
products. Thirdly, according to the results of the study, both Country of Manufacture 
and brand awareness could significantly influence consumers’ judgment of the 
products and purchase intention. For consumers’ judgment of products, the Country of 
Manufacture is more significant, but for consumers’ purchase intention, the influence 














CCD: Charge Coupled Device: one of the crucial components in digital cameras. 
COO: Country of Origin 
COM: Country of Manufacture 
MANOVA: Multivariate analysis of variance: an ANOVA (analysis of variance) with 
several dependent variables 
OYAMA: a manipulated Japanese brand in this study. 







Chapter 1 Introduction 
 
1-1. Overview of Japanese Products in Chinese Market 
 
With the development of international trading and the Chinese market opening to the 
world, an increasing number of foreign companies want to sell their products in China. 
In 2005, Carrefour has already opened 70 stores in China, and by 2008, this figure is 
most likely to be more than 100. As for IKEA, it has already released its plan to open 
more than 10 stores in China by the year 2010.1 It used to be that only a limited number 
of foreign products were sold in the Chinese market, but now that has changed. Chinese 
consumers can now select products manufactured in different countries, and can choose 
which brands they prefer. The Chinese market is a big opportunity for international 
companies and they all want a slice of the cake. But for Japanese companies the new 
competition is not necessarily good. 
In the past the Chinese market was closed to the outside world, and there were only 
limited foreign products available. Japanese products, especially household appliances, 
were very popular. Because of the good quality and design, products made in Japan 
developed a positive image in China. To own a Japanese made home appliance equated 
to social status and wealth for many Chinese families. Brands like Sony and Hitachi 
                                                        
1 Chinese Business Weekly, July, 16, 2006,page 12. 
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were seen as a guarantee of good quality. Belief in Japanese products was passed down 
from the older generation. But now the market has opened to the world. 
With more foreign products in the Chinese market, the competition has become hot. 
The advantage for Japanese products was the favorable "made in" image, set in the 
minds of Chinese consumers. However, the recent tense relationship between Japan and 
China seems to have severely damaged the positive image of Japan and Japanese 
products.  
In 2005, triggered by “the Japanese history textbook controversies2”, several large scale  
“Anti-Japan” demonstrations3 broke out in some of China’s main cities, including 
Beijing, Tianjin, Shanghai, Guangzhou and Shenzhen. Slogans were hung advocating 
Chinese consumers to refuse to purchase any Japanese products. Reports referred to 
“Anti-Japan” demonstrations and encouraged rejection of Japanese products. These 
activities were frequently broadcasted and discussed by some Japanese media. 
Questions were asked about whether Chinese consumers would refuse to purchase 
Japanese products due to animosity toward Japan. It raised discussion on what the real 
attitude of Chinese consumers to Japanese products is. These questions are very 
important to both marketers and academic scholars. 
In academia, the questions are about how the products’ Country of Origin (COO) might 
affect consumers' judgment of products and purchase intention. There are many factors 
                                                        
2 A series of controversies triggered by Japanese government approved history textbook used in 
secondary schools in Japan. This Japanese history text being used was criticized because of the text 
book descriptions of past wars and imperialism. 
3 The demonstration started in Beiijing from April, 2005. This demonstration was held to protest 
Japan's distortion of its wartime past and Tokyo's bid for a permanent seat on the UN Security 
Council.  
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that could influence the consumer’s judgment of products and purchase intention. 
Country of Manufacture, brands, and animosity appear to be three important factors. 
On one hand, past studies confirmed the influence of Country of Manufacture, brands, 
and animosity to consumers' product judgment and purchase intention. (Schooler, 1965; 
Erickson et al., 1984; Ettenson, 1994; Liefeld, 1993; Bilkey and Nes, 1982; Peterson 
and Jolibert, 1995; Han, 1989; Johansson, 1989; Hong and Wyer, 1989; Klein et al., 
1998; Chao, 1993; Jaffe, E and Nebenzahl, 1986; Mahaswaran, 1994)  
On the other hand, past studies relevant to the effects of Country of Origin to 
consumers' purchase intention left some questions unanswered. For example, since 
both Country of Manufacture and brands could influence consumers' product judgment 
and purchase intention, would the influence of Country of Manufacture differ from the 
influence of brands? Past studies either only investigated the influence of Country of 
Manufacture or brand, or combined Country of Manufacture and brands together to 
investigate their integrating influences. Few studies have asked if there could be a 
difference between the influence of Country of Manufacture and influence of brands to 
product judgment and purchase intention.   
Furthermore, past studies looking at the effect of COO to consumers' purchase intention 
tended to focus more on developed countries than less developed countries. The effects 
of country need to be re-examined in developing countries, for example in China. Also 
the possible impact of animosity against Japan to Chinese consumers' evaluation of 
Japanese products needs more attention.  
Focusing on the limitation of past relevant studies, this investigation tries to give 
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answers to the following questions: 
1. To investigate whether emotions such as animosity toward Japan will lead the 
majority of Chinese consumers to refuse Japanese products. 
2. To re-examine the question of influence of “made in Japan” (Country of 
Manufacture) on Chinese consumers' purchase intention, especially when 
Chinese consumers compare Japanese products with Chinese products. 
3. To examine the different influence of Country of Manufacture and influence of 
brands to Chinese consumers' product judgment and purchase intention, 
especially when Japanese products are a purchase choice. 
1-2. Organization of the Thesis 
This thesis is divided into six chapters. After presenting an introduction part on 
chapter one, which included the background of the research together with the 
questions, this study follows with chapter two, the literature review. 
In chapter two, past literature with regard to the effects of Country of Origin, factors 
that could influence the effects of Country of Origin, and theories with regard to 
Country of Origin are critically reviewed. Based on the review, a conceptual 
framework is presented together with the hypotheses. 
Chapter three details the research design. Sample and product selection is presented 
before a methodology is adopted to address the research topic. The Experimental 
Procedure with measurement of the design is also identified. 
In chapter four, data collected from the survey as well as from interviews is analyzed, 
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and hypotheses will be examined based upon the result. To further support the results 
gained from the survey, results from the interview are presented and analyzed together 
with the results from the survey.  
In chapter five, based upon the analysis made in chapter four, a further discussion is 
presented. The different influences of animosity and preference to product judgment 
and product attributes are further analyzed with other interesting findings. Following 
this, a summary of the results is presented together with limitations of the study. 
Chapter six contains a discussion based on the research findings. Conclusions are 





















Chapter 2 Literature Review 
 
2-1.Introduction 
In this chapter, the literature review of Country of Origin is presented. The review 
starts with a brief examination of past studies of COO as background, and then factors 
which could influence the effects of COO are summarized. Following this, a 
conceptual framework is built as preparation for the hypotheses. Finally, the 
hypotheses are presented. 
2-2.Country of Origin 
2-2-1.The Studies of COO, an Overview 
Country of Origin (COO), also known as “Country of Manufacture” in the past, refers 
to the country where products are made. The “made in” label attached to products 
identifies the COO. When international trade was in its initial stage, the majority of 
products were not international but domestic ones. Therefore, the importance of COO 
was not given much attention by consumers. With fast development of international 
trade, not only consumers, but also marketers realized the importance of COO. 
One of the first scholars attracted by this term was Dichter. He pointed out that the 
 7
“made in” image may significantly influence consumers' product evaluation. Dichter 
(1965) examined the effects of COO in the Central American common market and 
found consumers, comparing products with their home countries, may have biased 
towards products made in less developed countries. After Dichter, Nagashima (1970) 
investigated the cross-cultural image of “made in” products produced by US and 
Japanese business. Nagashima found that the “made in” stereotyping effects differed 
among Japanese and American businessmen. The “made in” image was strongly 
influenced by familiarity and availability of the country's product. 
Similarly, Nes (1981) examined the Country of Manufacture as a cue to received 
product risk and perceived product quality. The results found that well-known brand 
names did cause a lower perceived risk and a higher perceived quality than new 
unknown brands and unbranded merchandise. Erickson (1984) analyzed the COO 
effects to the evaluation of the automobile brands. Erickson found that the effect of 
image variables to consumers' attitude was not direct. 
County of Origin may be defined in varied ways. However, the majority of the 
scholars shared the basic agreement that Country of Origin could be referred to as 
Country of Manufacture, and could be identified as the “made in” image. 
Furthermore, until now, few Japanese literatures with regard to the studies of the COO 
were found. The majority of the studies concerning the effects of COO were 
conducted by scholars in the west and written in English. For this reason, in this 
literature review, only literatures written in English language were presented and 
discussed. 
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2-2-2. Effects of COO 
The effects of COO are related to how consumers perceive products made in a 
specific country. The effects of COO revealed how consumers evaluate products 
(product judgment, beliefs and purchase intention) based on the information about of 
Country of Manufacture (COM). 
Schooler (1965) was one of the first scholars to research the effects of COO. After 
Schooler, many studies have confirmed that consumers may regard products made 
from developed countries more highly than the same products from less developed 
countries. 
For example, studies focusing on American consumers found that when consumers 
came to purchase a TV, watch, automobile, personal computer, or products made in 
Japan, the US and Germany were always given a higher rank than products made in 
Korea. (Chao , 1989; Cordell , 1992; Hong and Toner, 1989; Johansson et al., 1994; 
Maheswaran, 1994). Some American consumers believed that the quality of electrical 
products made in Japan was better than products made in American and Germany. 
(Chao P, 1993; Wall and Heslop, 1986) On the other hand, other American consumers 
also believed that the quality of tractors made in America and Germany was better 
than tractors made in Japan. (Johanssson et al., 1994) 
Some studies found that the effects of COO were closely related to stereotypes. 
Basically, consumers have a better impression of developed countries than of less 
developed countries (Lee et al., 2001). A better impression of a country may make 
consumers evaluate products made in that country more favorably, while a bad 
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impression on a country may make consumers give lower evaluations to products 
made in this country. (Bilkey and Nes, 1982; Johansson, 1989) Generally, in western 
countries, electrical products made in Germany were favored, while electrical 
products made in Mexico received a lower evaluation. Similarly, in Asian countries, 
electrical products made in Japan are given a much higher evaluation than products 
made in Korea. (Hong and Toner, 1989) Some studies even found the fact that a bad 
impression of a country led to lower evaluation of products made in that country, and 
this was not limited to specific products but also product categories. (Cattin et al., 
1982) 
Some studies found that on one hand, common consumers will make their purchase 
intention based on COO because these consumers may have limited information about 
products. On the other hand, consumers who are experts in the field will also purchase 
products they knew quite well based on the COO. (Chao, 1989; Ahmed et al., 1994) 
Ahmed et al (1994) found that industrial purchase managers gave different 
evaluations to products made in Canada and Belgium. Dzever and Quester (1999) also 
found that country stereotyping may directly influence consumers' quality judgments 
and then influence purchase preference. The industrial purchase managers prefer 
products made in more industrialized developed countries than less industrialized 
developing countries. 
Prior to the 1980s, products were usually designed, assembled, manufactured, and 
branded in one country. Therefore, products at that time usually had only one COO. 
However in the 1980s, the situation of the market changed in the way that products 
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may be designed, assembled, manufactured and branded in different countries. A Sony 
television may be designed and manufactured in Japan, and assembled in Malaysia or 
Indonesia. Sports shoes made by Nike may be made in China. Therefore, products 
made in and after the 1980s may have more than one “made in” country. 
Chao (1993) investigated consumers 'evaluation to products with a double COO. The 
study found that consumers may rely less on COO if the products have a well-known 
brand, and if the brand of the product is new and unknown, consumers will still rely 
on COO to make their purchase decision. 
In order to avoid the influence of using real brands, the study of Iyer and Kalita (1997) 
only told the respondents that brands used in the study were from one country in 
Europe or in America.  The results of their study found that if the brand was given an 
European COO or American COO, and even if the price was cheap or expensive, and 
the products varied from sports shoes, jackets, or watches, those products made in the 
US were regarded as being better quality than products made in Korea. Products made 
in Korea were better than products made in China. It didn’t matter if the Country of 
Manufacture was the USA, Korea or China, and if the price was cheap or expensive, 
there was a significant difference in quality evaluation and price evaluation between 
American brands and European brands. Therefore, the researchers concluded that both 
the COO and brands were very important factors for consumers to evaluate quality 
and price of the products. (Iyer and Kalita, 1997) 
Chao (1998) examined the influence of three variables (Country of Design, Country 
of Assembly, and Country of Manufacture) to consumers' quality and design judgment. 
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The results found that Country of Assembly and Country of Manufacture only 
influenced quality judgment, and Country of Design only influenced design judgment. 
However, when respondents were told the products were assembled in Mexico, 
Country of Manufacture influenced design judgment. When respondents were told 
products were manufactured in the US, there was no significant difference in design 
judgment. If respondents were told the products were manufactured in Mexico, 
products designed in US enjoyed a higher “design judgment” than products designed 
in Mexico. Other studies found that COO of the brands and country of production 
may influence consumers' quality judgment. Even for the industrial purchase 
managers, Country of Design and Country of Manufacture may significantly 
influence consumers purchase intention. (Dzever and Quester, 1999) 
Two important facts could be found from the above literature. Until now, studies 
focusing on the effects of COO centered in developed countries, while the effects of 
COO in less developed countries were seldom examined. Secondly, consumers may 
have a different purchase intention depending on different COO, different brands, 
different Country of Manufacture and different Country of Design. 
2-2-3. Factors that Influence the Effects of COO 
Previous studies revealed many different factors that could influence the image of 
COO. In this section, I summarize some of these main factors analyzed in the 
literature. 
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2-2-3-1. Extrinsic Product Attributes 
The COO may be one of the factors that can influence consumers' product judgment 
and purchase intention. There are other factors such as price, brand, or image of the 
store. Some studies found that an interrelation between COO and other factors existed, 
for example, the image of the store. (Cattin et al., 1982) 
Further study found that in some cases, the influence of the COO was more 
significant than factors such as prices and brands. (Peterson and Jolibert, 1995) 
Another study found that when consumers took other factors for example, price and 
brands into considerations, the influence of the COO decreased. (Verlegh and 
Steenkamp, 1999) Other studies found that the brand image (Johansson and 
Nebenzahl, 1986) and the names of the retailers (Chao, 1989) may compensate for the 
sales of products with a bad COO. Johansson et al., (1985) found that if the 
respondents were given well-known brands to evaluate, then the COO became less 
important factors. 
2-2-3-2. Consumers Background and Experiences 
According to past literature, the COO could be treated as an extrinsic factor that can 
influence consumers' product evaluation. Theoretically, the more the consumers know 
about products, the more consumers accumulate purchase experience, and the less 
they may rely on the COO. Janda and Rao (1997) found that when individuals had 
experience of purchasing and using products made by countries other than their home 
country, they may form fixed attitudes toward those products. When these consumers 
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encountered other chances to purchase foreign products, they may rely on their 
already formed attitudes and beliefs. On the other hand, if consumers had little 
experience of purchasing and using foreign products, they may rely on country 
stereotyping effects to evaluate products or brands. The studies of Hong and Wyer 
(1989) and Maheswaran (1994) supported the above findings.  According to Hong 
and Wyer, when male consumers come to evaluate female overcoats, they rely on the 
COO. Similarly, when female consumers come to evaluate male products, 
(automobiles, for example) they may also rely on COO. Hong and Wyer argued that 
this finding revealed not gender difference, but knowledge difference. According to 
Maheswaran, to novices, it didn’t matter if they were given simple or detailed 
information related to the product attributes, the novices always rely on the COO for 
purchase intention. While for the experts, even if they had only a little knowledge 
about product attributes, they will not rely on the COO. 
2-2-3-3. Product Attributes 
Past literature suggests that the COO, and price as well as the name of the store were 
extrinsic factors that influence consumers' product evaluation, while product attributes 
were intrinsic factors. Zeithaml (1988) found that extrinsic factors could be only 
perceived and accumulated after purchasing behavior happened, while intrinsic 
factors, for example product attributes, could be used to compare and evaluate 
products before the actual purchasing behavior happened. The researcher also found 
that extrinsic factors would only work after a long period of time of studying and 
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evaluating products by using product attributes. According to Zeithaml (1988), it 
seems that the influence of the COO will differ depending on whether information 
related to product attributes exists or not; whether this information is measurable, and 
whether this measurement is easy or not. The study of Maheswaran (1994) supported 
the above deduction. Maheswaran found that when detailed information related to 
product attributes was given, consumers who knew the products well would not rely 
on the COO to evaluate products. However, when the information given was blurred, 
these consumers would again turn to evaluate products depending on the COO. 
2-2-3-4. Product Categories 
Previous research found the effects of COO also differed by product categories. 
(Peterson and Jolibert, 1995; Eroghu and Machleit, 1989) For example, Japanese cars 
were usually evaluated higher than French cars, but French wines were evaluated 
more favorably than Japanese wines. The quality of sports shoes and jackets made in 
America was regarded more favorably than sports shoes and jackets made in Europe. 
However, the stereo systems and watches made in Europe were evaluated more 
favorably than stereo systems and watches made in America. Ettenson, Wagner and 
Gaeth (1988) examined attitudes of American students towards shirts and blouses. 
The study found that price was more important than the COO. However, neither of 
these two factors was treated as important as product attributes. On the other hand, 
other studies found that when consumers were asked to evaluate color TV sets, the 
price was not treated as important as factors such as the COO and other product 
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attributes. More interestingly, Peterson and Joliert (1995) found that in general, the 
influence of product attributes to the COO was little, based on their analysis of fifty- 
two reports. 
2-2-3-5. Differences in Consumer Ethnocentrism 
Traditionally, the COO suggests that consumers like to use products made in countries 
of which they have a good impression. However, Hong and Yi gained different results. 
Hong and Yi (1992) found that the effects of COO would differ according to 
nationality. According to these researchers, because American consumers were 
accustomed to using products made in less developed countries, for example, China 
and Mexico; these consumers would not associate these products with a negative 
image. However, Korean consumers, not accustomed to products made in these two 
countries, may associate these products with a negative image. 
Furthermore, some studies found that the COO was also connected to consumer 
ethnocentrism. For example, in general, the quality of products made in Japan was 
believed to be good. (Maheswaran, 1994) However, according to Klein et al., (1998), 
consumers from Nanjing, a city in China where people suffered a massacre during the 
Japanese invasion, would refuse to purchase products made in Japan because of 
animosity. It seems that consumers from countries where patriotism and 
ethnocentrism were treated as important, and which have strong morals (Darling and 
Kraft, 1977), and consumers from countries where the national economic situation 
was threatened by foreign products, home country made products were often valued 
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more highly than foreign products. (Heslop and Papadopoulos, 1993) However, this 
preference for domestic products was not universal. When a country was not 
completely industrialized, or the market of such a country was not open to other 
countries, this internal preference seemed to be rather weak. (Papadopoulos et al., 
1990) 
2-2-4. Theories Explaining the Effect of COO 
Researchers in previous literature developed some different theories to illustrate the 
effects of COO. In this section, I summarize the four most important and 
representative theories. Explaining these four theories serves as a theoretical principle 
to the conceptual framework built in the next section for the hypothesis. 
2-2-4-1. Signaling Hypothesis 
This theory believes that the COO may serve as a kind of signal; it may influence 
consumers’ product evaluation. (Johansson, 1989; Han, 1989) According to this theory, 
consumers may deduce product attributes based on attitudes towards a certain country. 
(Eroglu and Machleit, 1989) This theory may apply to a situation when consumers 
need a lot of information to evaluate a certain product, but when the information 
given is not sufficient. 
Han (1989) also developed the “Halo effect” to explain this effect. According to Han, 
the function of the country image is similar to consumers' judging quality of products 
based on price. The theory suggests consumers may perceive an unknown product 
based on the country’s image. The detailed process is: the country image may first 
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influence consumers' judgment on product attributes (beliefs), then influence 
consumers' purchase intention. (COO-belief-attitude) The study of Li and Wyer (1994) 
supported Han's Halo effect on the condition that information given to the consumers 
is limited, and consumers are familiar with the products, for example, watches. Under 
such conditions, it is highly possible that the COO may serve as a signal for 
consumers to deduce further detailed information. 
Another similar theory is the country stereotyping effect. This theory believes that 
consumers could form a country-stereotyping image based on the COO. Consumers 
may rely on this stereotyping to evaluate new products. (Meyers and Tybout, 1989) 
For example, cars made in Germany are treated as high quality, and because 
Volkswagen is a German car, then Volkswagen should also belong to that high quality 
category. 
2-2-4-2. Independent-Attribute Hypotheses 
According to this theory, the COO could also be treated as a one product attribute, and 
influence a product’s evaluation just like other product attributes. (Hong and Toner, 
1989; Johansson, 1989) For example, for camera film there is Kodak made in 
America and Fuji made in Japan. Consumers may choose either Kodak or Fuji, based 
on their different emotions towards these two countries. Under some special situations, 
for example, during the war, the country image, as one of the product attributes, could 
become an important factor. 
Furthermore, consumers may believe that products, for example, perfumes made in 
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France and Germany, enjoy a higher reputation, and the consumer may decide to 
choose these perfumes because the products may fit with their desired social status. 
(Li and Monroe, 1992) The study of Li and Wyer (1994) supported this theory under 
the condition that the country image conveyed to consumers was regarded to be 
important information. Only when consumers believe that the country image was 
crucial to their purchase intention, will they use the COO as one of the product 
attributes. 
2-2-4-3. Summary Construct Model 
Han (1989) developed another model to illustrate the effects of COO, the summary 
construct model. According to this model, consumers have sufficient information 
about the products, and the COO serves as a factor to summarize the product 
attributes. This model also believes that the COO could directly influence consumers' 
attitudes toward brands. (Beliefs-the COO-Attitudes) 
In other words, according to this model, consumers only used the COO to confirm 
their knowledge of different brands made from different countries. (Han, 1989) For 
example, consumers may rank higher a television made in country A, and depreciate 
the same television made in country B. However, the ranks given by the consumers 
were not based on the COO directly because these consumers actually knew that 
microwaves made in country A were better in quality. The study of Agrawal and 
Kamakura (1999) supported this theory. According to these researchers, the quality of 
the products will differ in “made in” countries. The actual difference in quality due to 
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different COO was found to be the same with evaluations given by consumers. 
2-2-4-4. Flexible Model 
The flexible model combined the “Halo” model and the “Summary Construct” model 
developed by Han (1989). The model was developed to illustrate the complicated 
processes, which happen when consumers evaluate foreign products. The Halo model 
developed by Han (1989) believed that when consumers have little knowledge about 
the product, the beliefs in the product serve as media.  The Summary construct 
model developed by Han (1989) believed that when consumers have sufficient 
information about a product, it is the COO that serves as a media. In other words, in 
either model developed by Han, neither belief about the product nor the COO could 
directly influence consumers' attitude toward products. 
On the contrary, Knight and Calantone (2000) were critical, saying that no matter how 
well consumers know a product, the COO and beliefs in a product may directly 
influence consumers' attitude toward a product to a certain degree. Furthermore, 
according to these researchers, the COO could also, to some extent, influence the 
formation of beliefs in a product. As for how the COO and beliefs in a product could 
influence consumers' purchase intention, it depends on the detailed cultural elements. 
2-3. COO and Brands 
In academia, most researchers still refer to Country of Origin simply as Country of 
Manufacture. However, in the market field, the situation has changed and become 
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more complicated. 
With the development of international trade, more and more brands from developed 
countries have shifted to developing countries for production. For example, although 
traditionally Nike is an American brand, presently, the majority of Nike products are 
produced not in the US, but in China and Brazil. The same situation has happened in 
the field of home appliances, automobiles and fast food. The new characteristic of 
today's market, for many product categories, is that the country of manufacture has 
been separated from country of brand. 
This brings forward some new questions for marketers. First of all, how could 
consumers evaluate these “hybrid products” with which the Country of Manufacture 
differed from Country of Brand? Secondly, when consumers evaluate these hybrid 
products, how could Country of Manufacture and Country of Brand influence 
consumers' purchase intention? Thirdly, will the influence of Country of Manufacture 
and the influence of brands be the same? 
Past literature answered parts of the above questions, but left some of them 
unanswered. On one hand, the majority of the researchers agreed with the fact that 
consumers will have different attitudes toward the same products made in different 
countries, and Country of Origin does influence consumers' purchase intention 
(Schooler, 1965: Erickson, Johansson, and Chao, 1984; Ettension, 1993; Heslop, 
Papadopoulos, and Wall, 1996). Also, there is not yet an agreement on how consumers 
use the information of COO to evaluate products. What is the process of this 
evaluation? How many factors could strengthen or restrain the influence of COO? As 
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has been reviewed, some researchers explained the process of evaluation as Signaling; 
some explained the process as independent-attribute, some explained as the process of 
Summary construct, and some explained the process of evaluation as Flexible. Some 
studies even pointed out that animosity against a country could even influence 
consumers' evaluation of products. (Klein et al., 1998) 
With more and more hybrid products appearing in the market, it is necessary to detail 
the definition of Country of Origin into Country of Manufacture, Country of Design, 
Country of Assembly, and Country of Brand (Chao, 1993; Ettension, 1993). Among 
these detailed definitions of the COO, Country of Brand should be given more 
attention. 
In this study, Country of Brand refers to an area or country consumers associate the 
brand with. For example, when one mentions brands such as Coca Cola, McDonald's, 
or Kodak, generally, consumers would associate these brands with America. When 
one mentions brands such as Sony, and Honda, consumers would affiliate them with 
Japan. Some researchers believe that Country of Brand represents a certain kind of 
culture; it reveals consumers' emotions towards certain countries. Phau and 
Prendergast (2000) pointed out that as more and more international companies shift 
their production to developing countries, consumers will get used to accepting brands 
with a different “made in” image. Therefore, the influence of Country of Production 
or Country of Manufacture to consumers' purchase intention will be weaker. However, 
the influence of Country of Brand still works. Phau and Prendergast believed that as a 
useful tool, Country of Brand could be used to examine consumers' product 
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evaluation. 
2-4. Research Hypotheses 
2-4-1. The Limitations of Animosity Model 
Until now, the majority of the studies looking at the effects of COO focused on 
developed countries, and only a few focused on developing countries. As for Chinese 
consumers' attitude toward Japanese products, Klein et al., (1998) thoroughly 
analyzed the impact of animosity against Japan to Chinese consumers' purchase 
intention. 
In their study, Klein et al., (1998) imported a new variable, the “Animosity” into their 
new model. they defined the term “animosity” as “the remnants of antipathy related to 
previous or ongoing military, political, or economic events, [that] will affect 
consumers’ purchase behavior in the international market-place”(Klein et al, 1998, 
p.96). Klein (1998) conducted a survey in Nanjing, the city in China where people 
suffered “the Nanjing Massacre” during the Japanese invasion. Respondents were 
asked to “indicate their agreement with statements regarding four general constructs: 
(1) Japanese product quality, (2) willingness to buy Japanese products, (3) consumer 
ethnocentrism, and (4) animosity toward Japan generally and war and economic 
animosity in particular” (Klein et al., 1998, p.96). The finding of this study indicated 
that “Chinese consumers’ animosity toward Japan was related negatively to their 
willingness to purchase Japanese products”. (Klein et al, 1998, p.96) The study also 
found that many Chinese consumers would refuse to purchase Japanese products due 
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to significant animosity against Japan. 
There are however some limitations to the Klein’s study. First of all, the city chosen to 
conduct the survey was Nanjing, where people suffered a massacre during the 
Japanese invasion. Because of this historical background, the attitude of consumers 
toward Japan may differ from any other Chinese city where people have not suffered 
in such a way.  
Secondly, it can be seen from the model developed by these researchers that, neither 
Country of Manufacture nor Country of Brand was included, and the possible 
influence of the “made in Japan” image, as well as the possible influence of “Japanese 
brands”, were seldom discussed. 
 
Figure 2-1 The Animosity Model of Foreign Product Purchase 
 
 
Source: Klein et al., 1998, p.96 
 
Thirdly, it is possible that both the Country of Manufacture (made in Japan) and 
“Japanese brands” could also influence “product judgment” and “willingness to buy”. 
And if these two factors were imported, it is doubtful whether the animosity model 
would work. 
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2-4-2. Conceptual Framework 
Many studies have proved the existence of country image as stereotyping. And this 
stereotyping could influence consumers’ product selection and product evaluation. No 
matter if it is specific products or certain product categories, the influence exists. 
(Reierson, 1967) For example, consumers will evaluate products made in developed 
countries higher than products made in less developed countries. For a long time 
Chinese consumers preferred to purchase Japanese products. Even today, more and 
more “Japanese products” are actually manufactured in China, not in Japan. Some 
Chinese consumers do care whether the manufacture is the original country. It 
suggests that to Chinese consumers, the Country of Manufacture is a very important 
factor, which could influence consumers' purchase intention. 
Phau and Prendergast (2000) pointed out that consumers in the present day have 
realized that it is not necessary for a famous brand to be manufactured in its original 
country. The consumers will still associate the brand with its original country, 
although many brands are actually manufactured in the consumers' country. Therefore, 
in today's market, Country of Brand should be treated differently from the “made in” 
image. 
Meanwhile, the Country of Brand will trigger consumers' imagination. Consumers 
will associate a certain brand with a certain culture from that country. For example, 
although “Honda” and “Buick” are both manufactured in China, consumers will say 
that Honda is a Japanese brand, and Buick is an American brand. Similarly, when 
Chinese consumers evaluate cars, they may associate images of “saving gas” and 
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“delicacy” to Japanese brands, and images of “spacious” and “strong” to American 
brands. These associations influence consumers' product judgment and product 
evaluation. For example, Batra (2000) found that Indian consumers favor brands from 
western countries. This preference to western brands should not be completely related 
to quality, it may be about equating with the consumers' social status or yearning for a 
western lifestyle. 
To Chinese consumers, the best leather shoes come from Italy, the best watches comes 
from Switzerland, and the best home appliances come from Japan. According to the 
Halo effect (Han, 1989), consumers will have a better impression of a product if they 
are told, for example, a watch is from Switzerland, or a pair of leather shoes from 
Italy. More importantly, this image of brand doesn’t change with the “made in” image. 
For example, no matter which country the Nike products are produced in, to 
consumers, Nike is always given the image of “American brand.” 
Last but not least, not all product categories “made in” a certain country enjoy the 
same positive image. For Japan, Chinese consumers may accept cars and electrical 
home appliances, because of their regarded high quality, easily. However, for sports 
shoes, drinks and Internet technology, compared with Japanese products, most 
Chinese consumers may favor American products better. 
For Country of Manufacture and brand, there is a limitation to past studies. In the 
literature, studies either only investigated the influence of country image to 
consumers' purchase intention, or only combined the Country of Manufacture with 
brands together, to investigate their influence to consumers' purchase intention. Few 
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studies ever asked whether the Country of Manufacture could influence consumers' 
purchase intention in a different way from the brands could. This limitation also 
brings together some problems. The first one is, because the influence of Country of 
Manufacture and brands are investigated together, researchers may exaggerate the 
influence of Country of Manufacture. The second one is, it is possible that the way in 
which Country of Manufacture influences quality judgment is different from the way 
that brands influence.  
 
 




It is fair to guess that for purchase intention, the influence coming from the brands 
could be direct（Arrow B in Figure 2.2）. However, Country of Manufacture does not 
directly influence purchase intention. Country of Manufacture influences purchase 
intention through quality judgment (Arrow 1 and 2 in Figure2.2). 
The possible reasons are: first of all, Country of Manufacture is usually connected to 
the country stereotyping, just like consumers usually evaluate the quality of a product 
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made in a developed country better than the quality of the same product made in a less 
developed country. Although this country stereotyping effect may not reflect the truth, 
as long as this stereotyping exists in the consumers' mind, it could influence 
consumers' quality judgment, more or less. 
However, the value of brand is beyond the product itself. The influence of a brand 
exists only because consumers believe that the extra value bond with the brand may 
represent their social status, or improve their lifestyle.  That is the exact reason why 
many consumers like to purchase famous brands although they are usually expensive.  
In other words, what the brand represents is a products' social value, and this social 
value needs to be measured by judging the overall quality of the product. So, differing 
from the Country of Manufacture, the influence of brands to the purchase intention 
could be direct. 
As can be seen in Figure 2-2, Country of Manufacture may also directly influence 
quality judgment, then indirectly influence purchase intention. It is possible then that 
although both Country of Manufacture and brands could influence consumers' 
purchase intention, the influence of brands is stronger than the influence of Country of 
Manufacture. 
On the other hand, it is fair to assume that brands usually do not have to influence 
purchase intention through quality judgment, although theoretically, brands may also 
influence quality judgment. But for the Country of Manufacture, its influence to 
quality judgment is always direct. And so, it is possible that for quality judgment, the 
influence of Country of Manufacture is stronger than the influence of brands. 
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The impact of animosity on Chinese consumers' attitude toward Japanese products, 
without considering the influence of Country of Manufacture and brands, may be 
exaggerated (Klein et al., 1998). It is possible that the influence of Country of 
Manufacture and brands is so strong that the impact of animosity fails to influence 
Chinese consumers' purchase intention significantly. 
2-4-3. Research Hypotheses 
Hypothesis 1: When Chinese consumers compare Japanese products with Chinese 
products, products “made in” Japan are valued more highly than products “made 
in” China. 
Traditionally products “made in” Japan enjoyed a positive image in China. Chinese 
consumers used to value products “made in” Japan more highly, particularly when 
comparing products “made in” Japan with similar products “made in” China.  
Hypothesis 2: Both Country of Manufacture and brands influence Chinese 
consumers' quality judgment of Japanese products and purchase intention. 
H2a: for quality judgment, the influence of Country of Manufacture is stronger 
than the influence of brands.  
H2b: for purchase intention, the influence of brands is stronger than the influence 
of Country of Manufacture. 
As mentioned in the conceptual framework, it is very possible that COM influences 
consumers’ quality judgment in a different way than brands do. Similarly, although 
both COM and brands could influence consumers’ purchase intention, the degree of 
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their influence could be very different. 
Hypothesis 3: Chinese consumers have feelings of animosity towards Japan, and 
this impacts, in a limited way, on their purchase intention. But the strong influence 
of Country of Manufacture and brands means the majority of Chinese consumers 
still prefer to purchase Japanese products. 
Past studies found sentiments such as animosity against a certain country did impact 
on consumers’ purchase intentions. However, when the influence of COM and brands 
















Chapter 3 Research Methodology 
 
3-1. Introduction 
The purpose of this chapter is to describe the methodology used in this study. Both 
qualitative and quantitative methods are used. To begin with, a research design for a 
quantitative survey is explained. Following the survey, an interview has also been 
conducted as a supplement to the survey. The objective, as well as the organization of 
the interview, is to be described at the end of this chapter. 
3-2. Quantitative Survey 
3-2-1. Research Design 
Based upon the hypotheses made in the second chapter, this study mainly tests the 
influence of Country of Manufacture and the influence of brands on Chinese 
consumers’ attitude toward Japanese products. The study also tests the impact of 
animosity against Japan for Chinese consumers' purchase intention. 
The study was designed to use a mixture of independent factors, dependent factors 
and controllable factors. Concerning the hypotheses, the influence of Country of 
Manufacture and brands are given priority, followed by the impact of animosity 
against Japan. 
In order to experimentally examine the effects of a product image, a 2 (Country of 
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Manufacture) X 2 (brand name) full factorial design is employed to test the 
hypotheses made (See Table 3-1). The two countries selected to test the Country of 
Manufacture are predetermined by the rational in the next section. The two brand 
names are predetermined by the pretest. 
In this design, a “within subject factor” mixed with a “between subject factor” is used. 
Country of Manufacture is regarded as a “within subject factor,” and brand name is 
manipulated as a “between subject factor.” 
 
Table 3-1：Research Design 
Design Independent Variables Level 
Within Subject Factor COM Japan 
    China 
Between Subject Factor Brand Known-Sony 
    Unknown-Oyama 
 
3-2-2. Sample Selection 
More and more international companies are selling products in Mainland China, 
including many Japanese companies. Only a few studies in academia have concentrated 
on actual Chinese consumers (Tse et al ., 1996). Past studies, looking at consumers 
exposed to foreign products, tended to use students as respondents, representing all 
consumers. Using students as a proxy may be considered an easier way of doing the 
survey. However, using only students as a proxy may cause bias in the results. To avoid 
bias, this study was designed not to focus on students exclusively, but to survey 
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consumers randomly.  
As China is a big country with many cities, consumers in different cities may have 
different attitudes toward Japan and Japanese products. And so, it is necessary to find a 
city where people are exposed to Japanese products while holding an objective attitude 
toward Japan and Japanese products. Previous studies have chosen cities like Nanjing 
and Hong Kong as targets. But Nanjing suffered a massacre during the Japanese 
invasion, and Hong Kong is a special administrative region, where behavior of 
consumers may not represent the common people in Mainland China. In order to avoid 
bias, a pretest was employed to predetermine a city in China to be used in this study. 
A pretest questionnaire was designed in order to select a proper city as well as a proper 
place to conduct the survey within the city. Fifty graduate and PhD students of NUS 
were randomly chosen as respondents. The respondents were asked to designate one 
city they believed to be appropriate. As the results show, Beijing was chosen. 
 
Table 3-2: Sample Selection: City Rates 
 
City No. of Responses              % 
Beijing 17                         34% 
Dalian 6                          12% 
Guangzhou 5                          10% 
Hangzhou 1                           2% 
Nanjing 2                           4% 
Shanghai 11                         22% 
Shenzhen 3                           6% 
Suzhou 1                           2% 
Tianjin 4                           8% 
TOTAL 50                        100% 
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3-2-3. Selection of the Product 
A digital camera was selected as the product to be used in this study. The selection of 
such a product was based on the following reasons. Five years ago in China digital 
cameras were so expensive that only high-income consumers could afford them. At 
present, the cost of digital cameras is lower and common consumers can afford them. 
This means we can survey a larger scale of Chinese consumers without concern for 
their buying power. Secondly, unlike other luxury or advanced digital products, digital 
cameras are prevalent in stores, and the common Chinese consumer is familiar with 
them. Most Chinese consumers have the knowledge to evaluate this category of digital 
product, giving the evaluation objectivity. Thirdly, in China, digital cameras have 
become a “high involvement” item. Young, middle aged, and even old consumers have 
interest in such a purchase. This high involvement ensures that attitudes held by 
consumers toward digital cameras are not unilateral. Fourthly, in similar previous 
studies, a color television was chosen as the product used (Han and Terpstra 1988; 
Ahmed and d`Astous 1996; Ettenson 1994). However, in present day China, the 
ownership of a color television is so common that many consumers could easily 
purchase one without considering its cost or brand. What’s more, the market for color 
televisions in China is overwhelmingly dominated by local brands, and the influence of 
foreign brands is decreasing. And so, color television is not an appropriate product to be 
considered in this study.  On the other hand, the market for digital cameras in China is 
very competitive, with foreign manufactures such as Sony and Samsung and local 
brands such as Benq and Aigo available. Under these circumstances, choosing a digital 
 34
camera as the product for the study could lessen the possibility of bias in the result.  
3-2-4. Development of the Experimental Stimuli 
In this study, Japan and China were selected as the two levels of Country of 
Manufacture. Sony and Oyama were the two brand names used. The reasons in 
choosing these stimuli are explained in the following sections. A Seven-point Likert 
scale was implemented in the survey, from point 1 (lowest) to point 7 (highest). 
In order to achieve greater external validity, this study is designed with product 
advertisement in the experiment. Six printed black and white advertisements were 
created. Because Sony's digital cameras are already familiar to Chinese consumers, a 
particular Sony digital camera was selected to use in the advertisement. This model was 
only sold in Japan, which seriously weakened the possibility of consumers’ identifying 
the brand before answering the questions. What’s more, if a non-Sony product was used, 
it may weaken the validity of the study. So the chosen product should be a Sony digital 
camera, never sold in the Chinese market. For Oyama there is no problem caused by 
brand image. However, in order to maintain Japanese design and style, a Japanese 
digital camera, sold only in Japan, was selected. 
For the six advertisements used in the experiments, the first advertisement was 
presented to the respondents with no brand name and no “made in” image. In the 
second advertisement, the information was the same except the product was shown to 
be “made in” China. A different picture was used for the third and fourth 
advertisements concerning the Sony camera. Another picture was used for the fifth and 
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sixth advertisements concerning the OYAMA product. Information was given to the 
respondents about each product’s features. All necessary information was supplied to 
assist the respondents’ evaluation. Conditions were the same as would be presented in  
a specialty store, although the actual physical product was not available.  
3-2-5. Pretest of the Detailed Survey Location 
In China, digital cameras are available at department stores, specialty stores, on-line 
shops, and PC shopping centers. Since the objective of this study is to investigate how 
Chinese consumers perceive Japanese digital cameras, it is necessary to find a location 
where the survey can be conducted effectively. A small-scale pretest was designed and 
deployed. Fifty Chinese graduate and PhD students of NUS were randomly chosen. 
These 50 students were asked to choose one location among five options: department 
stores, specialty stores, on line shopping, PC shopping centers and other possible 
choices.  
 





PC shopping centers 23
Other Choices 2
 
Besides the main question, students were also asked what they thought of other 
options. According to the responses, department stores would attract most consumers. 
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However, most consumers would not go to a department store to purchase a digital 
product considering its high price and limited categories. The majority of consumers 
who visit specialty stores are looking for digital cameras, but like department stores, 
the brands sold are limited. On-line shopping is in fashion for Chinese consumers, but 
according to the pretest responses most Chinese consumers would choose a PC 
shopping center rather than purchasing online. Reasons included doubts about safe 
delivery and unknown quality. Consequently, a well-known PC shopping center was 
chosen for the survey location.  
3-2-6. Pretest of Brand Name 
In the second part of the pretest, the same 50 respondents were asked to select one 
Japanese brand which they saw as having the highest quality, and most familiarity to 
Chinese consumers. They chose from five Japanese digital camera brands: Sony, 
Canon, Fujitsu, Olympus, and Casio. The selected brand was considered the one to 
best represent the overall image of Japanese digital products to Chinese consumers. 
This pretest was based on a seven point semantic differential scale. As the table shows, 
Sony (mean=7.25) was evaluated to have the highest quality as well as the highest 
familiarity (mean=6.83) among all five Japanese digital camera brands.  
 
Table 3-4: Means of Different Brand Names 
Measurement SONY Canon Fujitsu Olympus Casio 
Quality 7.25 6.94 5.88 6.39 4.22 
Familiarity 8.83 7.36 5.2 6.12 4.17 
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3-2-7. Experimental Procedure 
The aim of this study is to investigate Chinese consumers value of Japanese products. 
All respondents involved in the study were Chinese consumers. To ensure there was no 
misunderstanding between the researchers and the respondents, the original 
questionnaire was written and implemented using Chinese. The English version of this 
questionnaire was translated by the researcher (see Appendix). Five Chinese PhD 
students, currently studying at NUS, were asked to compare and examine the 
questionnaires in order to make sure there were no mistakes, or inaccurate translations. 
The questionnaire was implemented after several rounds of discussion and revision 
with supervisors.  
One thousand Chinese consumers were surveyed in this study. In order to ensure the 
quality and efficiency of the survey, nine local people were asked to help. All nine are 
currently employees with a professional survey company. Before the real survey, 20 
Chinese consumers in the city of Tianjin were asked to participate in a pilot study of the 
real survey. None of these 20 consumers participated in the real survey, which was 
launched in Beijing. The aim of the pilot study was to make sure that the questionnaire 
was feasible and effective in China. The result of the pilot study indicated that it only 
took respondents seven minutes on average to complete the questionnaire. The 
questionnaire was also examined to be clear and explicit. The pilot study showed that 
respondents could complete all the questions in the survey without problems. 
The real survey was conducted in Beijing. The location was one of the biggest PC 
shopping centers in the city - The Silicon Vale. The survey coincided with a special 
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event there, where dealers of digital products exhibit, demonstrate and purchase their 
products. Most Japanese digital camera manufacturers have a sales agency there. For 
the convenience of both the researchers and respondents, a room in the center was 
rented for the survey. All respondents were chosen at random while shopping in the 
center. Exactly 1000 questionnaires were allocated by 10 survey coordinators 
(including the researcher and the other nine professional survey coordinators). Half of 
them conducted the survey during a workday (Monday to Friday), and half of them 
conducted the survey over a weekend. This lessened the chance of bias caused by the 
day of the week. As the survey was conducted, coordinators operated their laptops in 
the rented room, showing advertisements using PowerPoint software, while 
respondents answered questions. The researcher was always in the room, on every 
survey day, assisting, and answering questions from coordinators or respondents. All 
the respondents were asked to return the questionnaires as soon as they finished.  
3-2-8. Selection of Variables 
As presented in chapter two, there were many studies focusing on the effects of COO. 
In these studies, researchers tried to design different variables (dependent variables) to 
investigate the effects of COO from different perspectives. Until now, there is no 
standard pattern of variables. In this study, I tried to summarize and find out the most 
frequently used variables by researchers in the previous studies. These frequently used 
variables in the previous studies were imported as variables in this study to investigate 
the effects of COO in Chinese market. 
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Table 3-5: Different Variables Used in the Literature 
Previous studies focusing on COO Variables used in the studies 
Nifferegger et al,(1980) Price and Value 
  Advertising and Reputation 
  Service and Engineering 
  Design and Style 
  Workmanship 
Johansson et al, (1985) Price  
  Safety 
  Comfort 
  Reliability 
  Durability 
  Workmanship 
Etterson et al,(1988) Style 
  Quality 
  Price 
  Workmanship 
Han(1989) Technical advancement 
  Prestige 
  Value 
  Workmanship 
  Price 
  Serviceability 
  Technical advantages 
Liefeld et al,(1993) Brand 
  Reliability 
  Price 
Roth and Romeo (1992) Innovativeness 
  Design and Style 
  Prestige 
  Workmanship 
Chao(1993) Design          
  Quality 
  Product 
Ahmed and d`Astous(1994) Quality 
  Durability 
  Product profiles 
Source: Khalid. Al-Sulati, Michael J. Baker, 1998, summarized by the author 
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Table 3-6: Summarization of the Most Frequently Used Variables 




Technical oriented 2 
Price 5 
Service related 2 
Design and Style 4 
Quality 3 
 
In order to summarize varied variables used in previous studies, criteria must be made 
so that the summarization can be of both significance and practice. The 
summarization in this study meets the following criteria: (1) All the variables 
summarized in Table 3-5 were consistently found in previous researches. (2) Each 
variable summarized has been considered as crucial factor in the studies of COO. (3) 
All of these variables in Table 3-6 were tested more than once within sixteen studies 
found. 
After summarizing, it is clear that Workmanship, Durability, Reliability, Price, 
Technical advantages, Price, Style and Design and overall quality are frequently used 
by scholars in the previous studies to investigate the effects of COO. It is reasonable 
to believe that in this study, this group of variables will also be effective to examine 
the effects of COO in Chinese market. 
3-2-9. Dependent Variables 
The dependent variables used in this study are product evaluation, perceived risk and 
purchase intention.  
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3-2-9-1. Product Evaluation 
Eight variables (Table 3-6) are used in this study to measure product evaluation. They 
are: workmanship, reliability, durability, technical advantage, design and style, overall 
quality, price and service. The eight variables have been adapted and summarized from 
sixteen previous studies. In those previous studies the variables proved to be extremely 
effective in examining how consumers perceive products made in foreign countries.  
3-2-9-2. Perceived Risk 
A question was designed for this study to examine the different perceived risk Chinese 
consumers may have when they are asked to evaluate different brands made in different 
countries. The perceived risk is also measured using a seven-point scale. 
3-2-9-3. Purchase Intention 
Purchase intention in this study was measured by a “possibility of buying this product”, 
question. It is also measured using a Seven-point scale. 
3-3. Qualitative Interview 
3-3-1. Organization of the Interview 
All the interviews were planned after the survey was completed, although all 
interview questions were designed before the survey was conducted. In a pilot study, 
all questions were asked to two local dealers in Beijing to make sure that these 
questions would be meaningful and significant.  
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Local Chinese dealers were interviewed in the same city where the survey was 
conducted. The interviews were conducted in the same location as the survey, and the 
researcher conducted all interviews. All the interviewees were dealers of Japanese 
digital products, including digital cameras, digital video recorders, LCD TVs, laptops, 
cell phones and air conditioners. All the dealers are local agents of large Japanese 
digital product manufacturers. Some of them are former employees of large Japanese 
digital manufacturers. Four of them are former managers of manufacturers. These 
three criteria were designed to make sure all interviewees knew not only about sales, 
but also about the advertising and strategy of Japanese digital products sold in China. 
All the dealers were selected because they had many years of practical experience in 
sales, and knew the local market of digital products very well. They knew its 
advantages and disadvantages. Totally, twenty dealers, representing different products, 
were selected as interviewees in this study. None of the dealers who were involved in 


















Table 3-7: The Interview Guide 
 
Categories Typical Questions 
Overall Quality 
How consumers evaluate overall quality of Japanese cameras comparing with 
Chinese national brands? 
Purchase Risk 
Will consumers feel lower risk if they choose to purchase Japanese cameras 
rather than Chinese ones? 
Purchase Intention 
What factors do you think make consumers choose to purchase Japanese 
cameras rather than Chinese ones? 
Advantages 
What advantages do you think Japanese cameras have compared with Chinese 
ones? 
Disadvantages 






















Chapter 4: Data Analysis 
4-1. Introduction 
Data from the survey as well as the interview will be analyzed in this chapter, in order 
to test the hypotheses made in the first chapter. As both quantitative and qualitative 
methods are used in this study, this chapter is divided into two main sections. For the 
quantitative part, the following preliminary procedures will be given: sample 
characteristics, manipulation check, reliability test, factor analysis and the assessment 
of the Covariate's effect. Following this, the hypotheses are tested together with other 
interesting findings. Following the quantitative part, supplementary findings, and data 
gained from the interview is analyzed. At the end of this chapter, the results of the 
preliminary data analysis are summarized. 
4-2. Quantitative Survey 
4-2-1. Preliminary Procedures  
The respondents’ characteristics are analyzed, followed by a manipulation check, 
factor analysis, reliability analysis, and the assessment of the Covariate’s effect. 
4-2-1-1. Sample Characteristics 
A total of 1000 consumers were randomly chosen as respondents for this test. As 
shown in Table 4-1, 60.1% of the respondents were male, and 39.9% of the 
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respondents were female. Because the survey was conducted in the PC shopping mall, 
it is reasonable to accept that the majority of the consumers visiting the shopping mall 
were male. Respondents aged 30 to 39 were found to be the largest group in the 
survey, followed by the group age between 20 and 29. According to the results, the 
majority of consumers visiting the shopping mall were born in or around the 1970s. It 
is possible that this generation experienced the period of time when Japanese products 
were more favored. Of all the respondents surveyed, 78.1% were married. Single 
respondents only accounted for 18%. Exactly 42.9% of the respondents had a family 
of three, while 34% had only two people in one household. As for education 
background, 48.1% of all respondents held a college or university degree, while 
28.7% of the respondents had a higher degree, for example, masters degree or PhD. 
The statistics show how many young people in China have a higher education 
background. A total of 31% percent of the sample indicated their household income 
was under RMB 3000 Yuan (USD 360) per month, and 74.5% claimed it was under 
RMB 5000 Yuan (USD 600) per month. The majority of occupations represented were 
professional, managerial, office staff and self-employed entrepreneurs (64.3%). 28.2% 
of all the respondents worked for a state-owned enterprise, 32.6% were with 
joint-venture companies, and 14.2% belonged to the government sector. Generally, the 
data agreed with the current demographic situation in China. Of all the respondents, 





Table 4-1: Summary of Respondents’ Demographic Characteristics 
 
Summary of Respondents' Demographic Characteristics 
   Freq.   Percentage 
Gender   
Male 572 60.1% 
Female  389   39.9% 
Age   
20-29 298 31.0% 
30-39 465 48.4% 
40-49 157 16.3% 
50-59 38 4.0% 
60&above 3 0.3% 
Others  0   0.0% 
Marriage   
Married 751 78.1% 
Single 173 18.0% 
Others  37   3.9% 
Education   
Primary 71 7.4% 
Secondary 125 13.0% 
College/University 462 48.1% 
Postgraduate and others 276 28.7% 
Others  27   2.8% 
Family Size   
One Person 77 8.0% 
Two Persons 327 34.0% 
Three Persons 412 42.9% 
Four persons and above  145   15.1% 
Monthly Household Income   
<500 (Yuan) 1 0.1% 
500-999 46 4.8% 
1000-2999 271 28.2% 
3000-4999 398 41.4% 
5000-7900 151 15.7% 
8000-9999 73 7.6% 
>=10,000  21   2.2% 
Occupation   
Professional/Technical 117 12.2% 
Managerial 97 10.1% 
Office staff 218 22.7% 
Factory worker 164 17.1% 
Self-employed 185 19.3% 
Student 151 15.7% 
Retired 17 1.8% 
Others  12   1.1% 
Name of the company   
State-owned Institution 54 5.6% 
State-owned Enterprise 121 22.6% 
Joint-venture 409 32.6% 
Private Business 217 22.6% 
Government 136 14.2% 
Others  24   2.4% 
Ownership of Japanese Digital Camera   
Own 572 59.5% 
Do not own  389   40.5% 
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4-2-1-2. Manipulation Check 
In the main body of the survey, the respondents chosen were asked to evaluate the 
given product sample from different perspectives. For example: workmanship, 
reliability, durability, technical advantage, design and style, and overall quality and 
service. The product evaluation was measured using a seven-point scale, ranging from 
one to seven (one for very bad, seven for very good). The product sample given to the 
respondents was manipulated as “made in Japan” and “made in China”. For the 
Japanese brand, two brands were used. One is Sony, and the other was manipulated as 
“OYAMA”. 
4-2-1-3. Factor Analysis 
Ten attributes were used as factors to analyze two brands and two levels of COM, 
including Sony made in Japan, Sony made in China, OYAMA made in Japan and 
OYAMA made in China. As shown in Table 4-2, the “Sums of Squared Loadings” of 
Sony made in Japan was apparently much higher than other brands. The “Sum of 
Squared Loading” illustrated a high percentage of variance, i.e. 61.8% for Sony made 
in Japan, 53.72% for Sony made in China, 48.37% for OYAMA made in Japan, and 
43.2% for OYAMA made in China.  
Factor loading also indicated that higher overall quality was perceived for digital 
cameras “made in” Japan than “made in” China, although Sony as a famous brand has 
a higher evaluation than the common brand OYAMA. In this study, the “Sums of 
Squared Loadings” was termed as “overall evaluation”, which is going to be used to 
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test the hypotheses. 
 
Table 4-2 Factor Loading of 10 Attributes 
 










Attribute 0.631 0.794 0.518 0.532 
Workmanship 0.742 0.832 0.571 0.602 
Reliability 0.715 0.812 0.635 0.651 
Durability 0.801 0.877 0.712 0.739 
Tech advantage 0.755 0.838 0.754 0.802 
Design and style 0.754 0.877 0.534 0.674 
Overall quality 0.801 0.830 0.691 0.754 
Price 0.741 0.760 0.711 0.701 
Service 0.792 0.749 0.615 0.737 
Risk 0.697 0.741 0.677 0.784 
Purchase 
willingness 0.711 0.702 0.711 0.793 
Sums of Squared 
Loading 53.72% 61.80% 43.20% 48.37% 
 
4-2-1-4. Reliability Analysis 
Before using MANOVA to test the hypotheses, it is also necessary to implement the 
reliability analysis to make sure that the levels of COM are well correlated to each 
other.  
Past literature tended to use the “Cronbach alpha” as a measurement to make the 
reliability analysis. Furthermore, past literature also demonstrated that if the 
“Cronbach alpha” was higher than 0.70, it meant that the reliability analysis passed. 
(Nunnally 1978).  
For this study, the Country of Origin was used as within subject factor, and the 10 
attributes were used to test the two levels of COM. In this study, the “Cronbach 
alpha” was 0.837 for products made in Japan, and 0.753 for products made in China. 
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Thus, the results demonstrated that the items in each level were highly correlated, 
indicating a good estimate of reliability. 
4-2-1-5. Assessment of Covariates’ Effects 
Before using MANOVA to test the hypotheses, it is also necessary to make sure that 
there are no effects that influence only a few respondents. If there are some variables 
that only affect some, but not all the respondents, these variables should not be used 
to test hypotheses. According to (Hair et al, 1995, p24), “an effective covariate is one 
that highly correlated with the dependent variable but not correlated with independent 
variables and that has equal coefficients across all the groups.” 
In the analysis of sample characteristics, gender, marriage status, education 
background, family size, household income, and occupation were used to analyze the 
characteristics of the respondents. It is possible that some of these variables could 
highly correlate with the dependent but not independent variables.  
In this study, the Overall Evaluation, Perceived Risk, and Purchase Intention are used 
as dependent variables. Whether the six variables could highly correlate with any of 
these three dependent variables for two manufacturing countries (Japan and China) 
remains unclear before running a bivariate correlation analysis. Table 4-3 illustrates 









Perceived Risk Purchase Intention 
Gender .017 .135 .057 
Age .039 .151* .074 
Marriage Status .065 .078 .034 
Education .047 .055 -.135 
Household Income -.101 -.149 .152** 
Occupation -.065 .082 .011 
Family Size .175** -.055 .113** 
**p<.01 *p<.05 
 
As shown in Table 4-3, none of the values of the seven factors was higher than 0.3, 
which means none of the seven factors correlated with any of the three dependent 
variables (Cochran 1957). 
4-2-2. Assumption Checking 
This check was to make sure the data collected met the requirements for using 
MANOVA. If so, the SPSS MANOVA can be used to test the hypotheses. Firstly, it is 
necessary to examine whether the survey was conducted independently. Secondly, it is 
necessary to check the normality of all the dependent variables. These two precautions 
test whether the data meets the demands for using MANOVA.  
4-2-2-1. Independence 
All respondents in this study were chosen randomly. In order to make sure that there 
is no bias caused by the day of the week the survey was conducted, both common 
days and weekends were planned for the fieldwork. As for the questionnaires, all were 
randomly assigned to respondents. Prior to the survey all coordinators were trained to 
                                                        
4After examining the correlation between six factors and the three dependent variables regarding China, 
similar results were found. . 
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make sure every questionnaire would be completed independently. This ensured the 
data collected would meet the requirements of being independent. 
4-2-2-2 Normality Checking 
According to past literature regarding brand and COM, there is no standard method 
for checking normality among variables. In this study, I used the SPSS non-parametric 
“Kolmogorov-Smirnov” test to examine the normality of the three dependent 
variables. As shown in Table 4-4, the value of K-S Z was found to be significant at 
p<.10 level, indicating that all three dependent variables were at the normal level. 
           
Table 4-4 Kolmogorov-Smirnov Test 
 
 Mean Std. Deviation K-S Z 
Overall Quality 3.8382 1.026 1.309 
Perceived Risk 4.1792 1.5347 2.3728 
Purchase Intention 4.2544 1.6842 2.6445 
 
4-2-3. Hypotheses Checking 
In this study, the SPSS MANOVA test was used to examine the following three 
hypotheses:  When Chinese consumers compare Japanese products with Chinese 
products, those “made in” Japan are given a higher evaluation than products “made 
in” China. Secondly, both COM and brands influence Chinese consumers’ quality 
judgment of Japanese products and their purchase intention. However, for quality 
judgment, the influence of COM is stronger than the influence of brands. (H2a) On 
the contrary, for product intention, the influence of brands is stronger than the 
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influence of COM. (H2b) Thirdly, the impact of animosity towards Japan on Chinese 
consumers’ purchase intentions exists, although only to a limited extent. Because of 
the strong influence of COM and brands, the majority of Chinese consumers still 
prefer to purchase Japanese products. 
First of all, the individual effect of COM on Overall Quality, Perceived Risk and 
Purchase Intention was examined. Secondly, the individual effect of brand on Overall 
Quality, Perceived Risk and Purchase Intention was examined. Finally, the interaction 
of both COM and brand on Overall Quality, Perceived Risk and Purchase Intention 
was examined.  
Table 4-5 Individual and Interaction Effects of COM and Brand 
 
Main Effects df F-value 
COM   
Overall Quality 2 79.112*** 
Perceived Risk 2 58.433*** 
Purchase Intention 2 67.151*** 
Brand   
Overall Quality 2 62.902*** 
Perceived Risk 2 78.433*** 
Purchase Intention 2 75.732*** 
COM*Brand   
Overall Quality 4 1.355 
Perceived Risk 4 0.766 
Purchase Intention 4 1.38 
Note:***p<0.001   
 
As shown in Table 4-5, it is clear that either COM or Brand has a significant effect on 
Overall Quality, Perceived Risk and Purchase Intention. This indicates that both COM 
and Brand can greatly affect consumers’ evaluation of products (p<0.001). 
Furthermore, it can also be seen from Table 4-5 that the influence of Brand on 
purchase intention (Overall Quality, Perceived Risk and Purchase Intention) is 
apparently greater than the influence of COM on purchase intention. On the other 
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hand, the results from Table 4-5 do not indicate that there is a significant effect with 
interaction between COM and Brand on product evaluation (p>0.05). There is no 
apparent influence from interaction between COM and Brand on product evaluation. 
Next, it is necessary to examine whether the respondents will have a different 
evaluation of a product when told it is made in a different country. Therefore, I am 
using the SPSS “Bonferroni” test to examine whether there is difference in the means 
of product evaluation values under three different conditions of COM. Similarly, it is 
also necessary to find if the respondents give significant evaluations on different 
brands, such as Sony and Oyama. Thus, the same “Bonferroni” test was used to assess 
whether there is any significant difference in the means of product evaluations under 
the two different conditions of brands. 
 




COM(1) COM(2) Mean Difference 
between 1 and 2 
Standard Error 
Overall Quality Japan NO COM 0.5875*** 7.27E-02 
 Japan China 0.8982*** 7.27E-02 
 China NO COM -0.4413*** 7.12E-02 
Perceived Risk Japan NO COM -0.7927*** 7.56E-02 
 Japan China -0.4755*** 7.61E-02 
 China NO COM -0.4618*** 7.68E-02 
Purchase 
Intention 
Japan NO COM 0.5114*** 0.1013 
 Japan  China 0.7991*** 0.1025 
 China No COM -0.2214* 0.1017 
     















COM(1) COM(2) Mean Difference 
between 1 and 2
Standard Error 
Overall Quality SONY No Brand 0.8245*** 7.32E-02 
 SONY OYAMA 0.4037*** 7.32E-02 
 OYAMA No Brand 0.3319*** 7.15E-02 
Perceived Risk SONY No Brand -0.7714*** 7.61E-02 
 SONY OYAMA -0.3998*** 7.61E-02 
 OYAMA No Brand -0.3006*** 7.61E-02 
Purchase Intention SONY No Brand 1.0922*** 0.1017 
 SONY OYAMA 0.3766*** 0.1017 
 OYAMA No Brand 0.5891*** 0.1017 
     
Note: ***p<0.001     
 
 
As shown in Table 4-6, a product “made in” Japan was apparently evaluated much 
higher than a product made in China and a product with no COM information 
provided (p<0.001). Regardless of Overall Quality, Perceived Risk or Purchase 
Intention, a product made in China was rated as the lowest, even lower than a product 
with COM information provided (p<0.001). Thus, we can conclude in this study that a 
product with a Japanese COM has the strongest image in the eyes of Chinese 
consumers, and a product with a China COM has a lower image, even with no COM. 
And so, the hypothesis has been supported.   
On the other hand, as shown in Table 4-7, the Japanese brand Sony was given a higher 
evaluation from the perspective of Overall Quality and Purchase Intention, and lowest 
from the perspective of Purchase Risk. This indicated that the Japanese brand Sony 
shared the highest positive image in the eyes of Chinese consumers. Another Japanese 
brand, Oyama, was also given a higher evaluation in perspective of Overall Quality 
and Purchase Intention, but lower than Sony.  
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In order to test hypothesis H2 and H3, it is necessary to examine whether there are 
relative effects between COM and Brand. The above tests prove that both COM and 
Brand have a significant effect on Overall Quality, Purchase Risk and Purchase 
Intention. However, the relative effects of COM and Brand could not be tested using 
the above methods.  
In order to test the relative effects of COM and Brand, the SPSS “regression analysis” 
was adopted. In this test, both COM and Brand were adopted as independent variables, 
and the Overall Quality, Purchase Risk and Purchase Intention were regarded as 
successive dependent variables.  
Table 4-8 Regression Coefficients of COM and Brand 
 
Unstandardized coefficients   
Standardized 
coefficients 
  B 
Std. 
error   Beta t-value 
Overall Quality      
Constant 4.371 0.243   29.302*** 
COM 0.394 0.027  0.235 10.653*** 
Brand 0.302 0.027  0.147 10.032*** 
Purchase Risk      
Constant 4.857 0.178   29.974*** 
COM 0.439 0.019  0.314 10.909*** 
Brand 0.376 0.019  0.228 10.406*** 
Purchase Intention      
Constant 3.844 0.135   21.447*** 
COM 0.357 0.021  0.192 10.233*** 
Brand 0.602 0.021  0.256 12.571*** 
      
Note:***p<0.001           
 
 
As shown in Table 4-8, both COM and Brand have a very significant and positive 
regression coefficient. However, for Overall Quality, and Purchase Intention, it seems 
that the effects of COM and Brand are different. According to Table 4-8, for Overall 
Quality, the effect of COM is greater than the effect of Brand. (Standardized 
 56
coefficients, beta=0.235, 0.147, respectively). Similarly, for Purchase Risk, according 
to the table, the effect of COM is also greater than brand. Interestingly, for Purchase 
Intention, the effect of brand is apparently greater than the influence of COM. 
(Standardized coefficients, beta=0.256, 0.192, respectively) Therefore, hypothesis two 
(H2a and H2b) is supported.   
Likewise, the same SPSS regression analysis was used to test the relative effects of 
“Animosity” and “COM” (particularly for Japan COM). 
 
Table 4-9 Regression Coefficients of Japan COM and Animosity 
 
Unstandardized coefficients   
Standardized 
coefficients 
  B 
Std. 
error   Beta t-value 
Purchase Intention      
Animosity 0.114 0.014  0.097 10.009*** 
Japan COM 0.296 0.014  0.186 10.875*** 
      
Note:***p<0.001      
 
As shown in Table 4-9, both Animosity and Japan COM have a significant positive 
influence on Purchase Intention. However, comparing the effect of Japan COM, the 
effect of Animosity is much weaker. This shows that, by far, hypothesis H3 is 
supported. 
4-2-4. Limitations of the Survey 
A survey was conducted among Chinese consumers in Beijing to investigate the 
correlations between Chinese animosity against Japan and Chinese consumers' 
refusing to buy Japanese brands. The results of the survey indicate that there is no 
positive correlation between animosity and Chinese consumers' refusal to purchase 
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Japanese products. The results of the survey also indicate that although some Chinese 
consumers claim to dislike Japan, they like to purchase Japanese products. This fact 
cannot be explained by the survey. Unlike factors such as Country of Manufacture and 
Brand, which can be measured by the quantitative survey, factors such as 
ethnocentrism and animosity can only be observed by qualitative studies, for example, 
the interview.  
Secondly, although the data from the survey showed that the influence of “made in 
Japan” and “Japanese brands” is significant to Chinese consumers purchase intention, 
the survey gave no reasons to explain why. There should be some reasons why 
Chinese consumers like to purchase Japanese products. These reasons could be found 
through interview.  
Thirdly, consumers and dealers are two sides of the market. The survey only revealed 
facts from the consumer perspective. In order to gain the whole picture, it is necessary 
to hear what the dealers say about Japanese products. 
Finally, the survey of Japanese digital cameras may not represent the whole image of 
Japanese electronic products among Chinese consumers. Japanese products sold in a 
Chinese electronic market also include LCD TVs, cell phones, laptops, air 
conditioners and other products. The changing attitude of Chinese consumers toward 
Japanese electronic products may be relevant to other aspects besides sales. Other 
factors may be advertising, product strategy, product channel, product internalization 
and localization. Contradictions cannot be explained by a simple survey. Thus, it is 
necessary to conduct interviews as a supplement to the study. 
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4-2-5. The Advantage of Qualitative Interview 
 
In the quantitative part, data from the survey was analyzed using SPSS software. The 
hypotheses made in the methodology were carefully examined using the SPSS 
MANOVA method. In the qualitative part, the above results were again examined 
using the data from the interview. The interview especially tried to investigate the 
potential impact of animosity towards Chinese consumers’ purchasing decisions, 
which are difficult to measure using the data from the survey. In addition, the 
interview also tried to clarify the advantages and disadvantages Japanese products 
have in the Chinese market. 
4-3. Findings from the Qualitative Interview 
4-3-1. Overall Quality, Purchase Risk and Purchase Intention 
In the quantitative part, the overall quality, purchase risk, and purchase intention were 
measured and analyzed using SPSS software. According to the results of the survey, it 
seems that for overall quality, Chinese consumers tend to evaluate Japanese products 
more highly than Chinese ones. Similarly, according to the results of the survey, 
Chinese consumers believe that there is a lower risk by choosing Japanese digital 
cameras rather than Chinese ones.  
In the interview, the experience of sellers was examined. The purpose of the question 
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was to investigate consumers’ perception of the overall quality of Japanese products, 
as well as purchase risk and purchase decision, according to sellers.  
Interestingly, most sellers confirmed the results of the survey: that consumers did 
evaluate Japanese digital products more highly than digital products “made in” China.  
As shown in Table 4-10, among the fifteen interviewees, 12 of them recalled that their 
consumers would evaluate most product attributes of Japanese digital products more 
highly than Chinese ones. Seven of these respondents recalled that sometimes their 
consumers would even not consider the possibility of purchasing Chinese digital 
products. Nine of these interviewees clearly mentioned that, according to memory, 
their consumers believed that the after service of Japanese digital products was better 
than of Chinese ones. Six of the interviewees recalled that some of their consumers 
clearly mentioned that a Japanese brand was a guarantee of excellent quality.  
Based upon these results, consumers’ perception of overall quality, purchase risk, and 
purchase intention were further confirmed. On the other hand, hypothesis one was 









Table 4-10: Consumers’ Different Evaluations According to the Interviewees 
 
Evaluations N 
In general, Japanese cameras are 12 
evaluated highly for workmanship,design   
Style, and higher technical    
advantages   
Most consumers in my shop seldom  7 
consider the possibility of purchasing   
Chinese digital cameras   
Consumers said that the after service 9 
of Japanese cameras is better   
Consumers said they feel lower risk                    9 
if they chose to buy Japanese cameras   
Consumers said that the Japanese  6 
brand is a guarantee of excellent    
overall quality   
4-3-2. The Advantages of Japanese Digital Products 
The results of the survey support the fact that the majority of Chinese consumers 
prefer Japanese digital products rather than Chinese ones. However, the survey did 
not give clear and detailed reasons why these Chinese consumers would prefer 
Japanese digital products to Chinese ones. It is reasonable to assume that there should 
be some advantage to Japanese digital products over Chinese ones, encouraging the 
majority of Chinese consumers to choose Japanese digital products.  
The interview supplements the survey with the reasons why the majority of Chinese 
consumers like to purchase Japanese digital products. According to the memory of 
interviewees, there are several advantages Japanese digital products have. As shown 
in Table 4-11, among the fifteen dealers who were interviewed, 11 of them recalled 
that their consumers believed in the value bond with Japanese digital products. These 
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respondents indicated that it is the extra value bond with the products that makes 
consumers decide to choose Japanese digital products. Interestingly, 8 of these 
interviewees recalled that their consumers claimed that owning a Japanese digital 
product could improve their social status or lifestyle. Six of the respondents claimed 
that according to their experience, culture maybe another reason why more and more 
Chinese consumers were attracted to Japanese products. They recalled that some of 
their consumers chose Japanese products because they were interested in Japanese 
culture, for example, Sado, Manga, games, and TV dramas. Four of the interviewees 
emphasized the success of marketing strategy, especially advertisements implemented 
by Japanese companies. These interviewees indicated that through advertisements, 
more and more young consumers, particularly some high school students and college 
students, were attracted to Japanese products, demonstrating how companies have 



















Table 4-11: The Advantages of Japanese Digital Products 
 
Advantages N 
Some consumers chose to purchase  11 
Japanese products rather than Chinese   
ones because they believe in the    
value of Japanese brands   
Some consumers chose to purchase  8 
Japanese products because they    
believe the products improve   
their social status and lifestyle   
Preference for Japanese culture, for 6 
example, Manga,Games,Sado, and   
even Japanese dramas may give    
Japanese products more credit   
The marketing strategy of Japanese 4 
companies is effective, especially   
advertising.   
 
4-3-3. The Disadvantages of Japanese Digital Products 
Past literature indicated that emotions such as ethnocentrism, for example, patriotism, 
and animosity, would influence consumers’ attitude. Even purchase intention was 
influenced when foreign products were involved. The results of the survey support the 
theory that emotions such as animosity could impact on consumers’ purchase 
intention. However, the results of the survey did not give detailed information about 
ethnocentrism or animosity. There should be reasons why Chinese consumers would 
show animosity against Japanese products or refuse to purchase Japanese products. 
In the interview, according to Table 4-12, the respondents mentioned some of the 
typical reasons why there were some negative attitude toward Japan and Japanese 
products. These reasons are seen as disadvantages for Japanese products in Chinese 
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markets. 
As shown in Table 4-12, eight of fifteen respondents claimed that the tense 
relationship between Japan and China became the top threat to the sales of Japanese 
products in the market. Seven interviewees mentioned that incidents such as the 
“Japanese history textbook controversy”, and “Japanese politicians’ visiting the 
Yasukuni Shrine controversy” affected consumers’ willingness to purchase Japanese 
products. Two interviewees mentioned that war memories could be a reason why 
some Chinese consumers would not take Japanese products into consideration. 
Interestingly, although traditionally ethnocentrism was considered as one of 
significant reasons why consumers show unwillingness to purchase foreign products, 
in this study, only one interviewee mentioned the possible impact of consumers’ 
patriotism to consumers’ purchase intention.  
In general, the majority of the interviewees confirmed the existence of the impact of 
animosity and ethnocentrism, for example, patriotism. However, the majority of the 
interviewees claimed neither patriotism nor animosity could significantly impact 













Table 4-12: The Disadvantages of Japanese Digital Products 
 
Disadvantages No. 
The strained relationship between 8 
Japan and China.   
The traditional ethnocentrism among 1 
Chinese consumers, for example,   
patriotism and support for home made   
products rather than foreign   
products.   
Memories of war, for example, the  2 
Japanese invasion, may make some   
consumers refuse to purchase   
Japanese products without any   
reasons.   
The notorious "Japanese History  7 
Textbook" incident and "Politicians'   
Visiting of Yasukuni Shrine"   
 
4-4. Summary 
In this chapter, data gained from both the survey and the interview was analyzed. Data 
gained from the survey was analyzed using the SPSS software to test the three 
hypotheses. Data gained from the interview was analyzed as a supplement to the 
findings of the survey. 
The results of the survey supported all three hypotheses. According to the results of 
the survey, Chinese consumers evaluated products “made in” Japan higher than 
products “made in” China. Besides the COM, Japanese brands were also evaluated 
higher than Chinese national brands. Furthermore, the results of the survey supported 
the hypothesis that both the COM and brands could influence consumers’ product 
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judgment and purchase intention. Interestingly, for overall judgment of the product, 
the influence of COM is more significant than the influence of brand. On the other 
hand, for purchase intention, the influence of brand is more significant than the 
influence of COM. More importantly, this study also examined the possible impact of 
animosity on consumers’ purchase intention. This differs from the results of the 
previous relevant studies. In this study, results from the survey found little correlation 
between animosity and consumers’ unwillingness to purchase Japanese products. 
Data from the interview was also analyzed to re-examine the results from the survey. 
In general, the results from the interview strengthened the findings of the survey. 
Similar results were gained from the interview. The interview presented further 
detailed information. The results of the interview gave detailed reasons why the 
majority of Chinese consumers would prefer Japanese products rather than home 
country made products. The results of the interview also presented some advantages 
of Japanese products over Chinese products. Interestingly, the difference from the 
findings of previous relevant studies, was that in this study, the impact of consumer 












Chapter 5: Animosity or Preference, a Further Discussion 
 
5-1. Introduction 
In the previous chapter, data gained from quantitative survey and qualitative interview 
were analyzed. The hypotheses were carefully examined using the SPSS MONUVA 
method. This chapter will specially focus on “animosity or preference”, the main 
theme of the thesis. In this chapter, animosity and preference, their possible 
connection to Country of Manufacture, brands and their potential influences to 
Chinese consumers will be presented and further discussed. 
5-2. Animosity and Preference 
Of the 961 respondents who submitted valid questionnaires (1000 were submitted in 
total), 217 claimed that they felt animosity to Japan. A total of 74 of these 217 
respondents asserted that they would refuse to buy products made in Japan. Exactly 
143 of 217 respondents claimed that they dislike Japan but still like to purchase 






Table 5-1 Animosity and Preference 1 
 Reasons respondents claimed to show animosity 






14 I am afraid money I paid for Japanese products will be 
donated to Japanese government for military use. 
0.45 6.64
5 I would rather support national made products. 0.13 2.35
21 I regarded buying Japanese products as kind of threat to 
national economics. 
0.68 10.83
34 Japanese companies are bad, they often import 
second-class products from the Chinese market and the 
best products are only sold in Japan. 
0.88 15.97
 Note. The figures before each reason refer to the number of consumers. 
 
Table 5-2 Animosity and Preference 2 
 Reasons respondents with animosity towards 






89 It is irrelevant, hating Japan and liking to buy Japanese 
products is not paradoxical at all. 
0.82 14.29 
39 I hate Japanese politicians, but I like Japanese culture, 
especially Manga and drama. 
0.47 10.38 
15 I hate the Japanese government, but I like Japanese 
products, they improve my social status and lifestyle. 
0.25 6.64 
Note. The figures before each reason refer to the number of consumers. 
 
According to the results of the survey, there were a total of 74 respondents who 
claimed they felt animosity towards Japan and refused to purchase Japanese products. 
The reasons were summarized in four groups. It seems that the majority of these 74 
respondents believed that Japanese products sold in the Chinese market were 
"second-class", and so, respondents were insulted. The "quality of Japanese digital 
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products"5 was quoted by respondents as justification. "Second class" Japanese 
products on sale in the Chinese market were connected with discrimination against the 
Chinese, according to some of the respondents. 
The second largest group of consumers related their purchase behavior to Chinese 
national economics. Twenty-one of 74 consumers believed that if they purchased 
Japanese products, their actions would hurt the development of Chinese economics. (t 
values=10.83) 
Among these 74 consumers, 14 related their purchasing of Japanese products to a 
military threat (t values= 6.64). These consumers believed that some Japanese 
companies selling Japanese products in China were also responsible for designing and 
manufacturing military weapons for the Japanese government. Therefore, they would 
refuse to purchase Japanese products. 
Interestingly, although consumer ethnocentrism was considered as one of the 
important factors which could significantly influence consumers' purchase intention 
(Shimp and Sharma, 1987), according to the results of the survey, only 5 consumers 
claimed they would not purchase Japanese products to support Chinese made products 
(t values=2.35). 
Compared with the 74 consumers who claimed they felt animosity towards Japan and 
refused to purchase Japanese products, there were also 143 consumers who claimed 
that although they showed animosity against Japan, they liked to purchase Japanese 
products. This fact significantly challenged the influence of consumer ethnocentrism 
                                                        
5  A series of reports by the media (2005) that some technical problems have been found in Japanese 
digital products, especially, Sony. 
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and animosity (Shimp and Sharma, 1987, Klein et al,1989). Eighty-nine of these 143 
consumers believed that it is not reasonable to let animosity against Japan be a reason 
not to purchase Japanese products. They said purchasing Japanese products is purely 
consumer behavior (t values=14.29). 
Furthermore, it seems that culture is an important factor influencing consumers 
purchasing Japanese products. A total of 39 consumers claimed that purchasing 
Japanese products was related to their interests in Japanese culture. This figure does 
not include consumers who did not show animosity against Japan and like to purchase 
Japanese products ( t values=10.38). 
Another 15 consumers claimed the reason for them purchasing Japanese products is, 
they believe, that Japanese products may improve their social status and cater to their 
lifestyle (t values=6.64). This result confirmed the influence of Japanese brands on 
consumers' purchase intention in the conceptual framework in chapter two. 
With regard to consumer ethnocentrism and animosity, most interviewees admitted 
their existence among Chinese consumers. On the other hand, the majority of 
interviewees pointed out that they thought the existence of these emotions barely 
impacted on sales of Japanese products sold in China. Some interviewees claimed that 
it is natural for Chinese consumers to show animosity against Japan because of the 
Japanese invasion, but also that, simply, Chinese like to purchase Japanese products. 
Similarly, there is no necessary connection between buying Japanese products and 
patriotism. The results from the interview further support the results from the survey. 
The relationship between Japan and China is very complicated. The unpleasant 
experience of the Japanese invasion, and, in the present, the notorious Japanese 
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history book controversy and the visiting of Yasukuni 6  Shrine make it 
complicated. It’s not only Chinese who are angry. Many Korean people are also 
angry about these incidents. Everyone likes his or her country, and it is not right 
to deny this emotion. 
As mentioned just now, the “Anti-Japan Demo” which happened several months 
ago attracted people from all over the world. Some of my friends also 
participated in that activity. As far as I know, a published history book in Japan 
triggered this demo.  I do not want to talk more about the demo itself, I just 
want to say something about the relationship between hating Japan and refusing 
to buy Japanese products. 
I was told that in that demo, some participants called on people to refuse to buy 
Japanese products. But I do not think this is correct. If you announce to the 
public that you hate Japan, then you became a politician. Your announcement is 
a political behavior. But if you come to visit my shop for a product, your identity 
is a consumer. As a consumer, who needs or wants merchandise, your real 
concern should be whether it is a product, which would meet your demands. If 
there is such a product, then it should become your potential target. Since you 
have to pay for this product, what your concern should be is whether it is worth it. 
In a word, to buy a product is pure business behavior. If your purchase decision 
is influenced, not by business element such as quality or price, but by political 
elements, such as historical animosity, or ethnocentrism, your identity is not a 
consumer any more. 
I think there are such people who took part in the demo on one hand, and owned 
Japanese products at home on the other hand. I say both ethnocentrism and 
animosity exist among Chinese consumers. And I do not deny the impact of such 
feelings to purchase intention. Actually, in China, there are such people who 
refuse to buy Japanese products because of ethnocentrism or animosity. As a 
dealer, I have no right to say this is wrong. After all, to buy or not to buy is his or 
her business. However, I think for the majority of Chinese consumers, their 
purchase decisions are made without ethnocentrism or animosity. I am patriotic, 
and I sell Japanese digital cameras to my compatriots, and I do not think it is 
incompatible.7 
5-3. Animosity and Product Judgment 
Past literature indicated that consumers who showed animosity toward a country 
would show unwillingness to purchase products from that country. However, whether 
                                                        
6  Yasukuni Shrine (Yasukuni Jinja) is a Shinto shrine located in Tokyo, Japan 
7 Mr. X, a shop owner in the silicon valley, a PC shopping mall located in Beijing, China 
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consumers would necessarily devalue the key attributes of products remained 
uninvestigated in the past literature.  
According to the results of the survey, 74 of 961 consumers claimed that they hated 
Japan and then refused to purchase Japanese products. It is necessary to examine 
whether animosity would be the only main reason why these consumers decided to 
refuse Japanese products. If these consumers on the other hand gave a low evaluation 
of the product attributes, then it is necessary to examine whether there was necessary 
correlation between animosity and product attributes. On the other hand, if these 
consumers refused to purchase Japanese products on one side, and evaluated 
positively the main attributes of the products, then it is possible that purchase 
decisions made by these consumers was not rational. 
Table 5-3 illustrates how these 74 respondents evaluated nine attributes of products in 
the survey. All 74 respondents claimed they refused to purchase Japanese products. 
The seven-point Likert scale was divided into two groups. A scale less than or equal to 
four, and a scale more than four.  
According to Table 5-3, the 74 consumers all claimed that they would refuse to 
purchase Japanese products, but on the other hand evaluated some of the product 
attributes positively. For example: workmanship, reliability, durability, tech advantage, 
and design and style. For tech advantage and design and style especially, 58 of 74 
consumers believed that Sony “made in” Japan was equipped with higher technology. 
A total of 63 of 74 consumers thought that Sony “made in” Japan had good design and 
style. Similarly, for OYAMA “made in” Japan, more than half of the 74 consumers 
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showed a higher evaluation of the workmanship, reliability, durability, tech advantage, 
design and style.  
Interestingly, although Sony and OYAMA were both presented to respondents as 
products “made in” Japan, when the respondents were asked to evaluate the overall 
quality, price, service, and risk, these consumers gave totally different evaluations. 
For overall quality, more than half of the consumers (41) thought that the overall 
quality of Sony “made in” Japan was not acceptable (scale≤4), while more than half 
of the consumers (38) thought that the overall quality of OYAMA “made in” Japan 
was satisfactory (scale >4). 
However, when these consumers were asked to evaluate the price, the results became 
more interesting. According to Table 5-3, a total of 44 consumers thought that the 
price of Sony “made in” Japan was acceptable, while 52 respondents thought the price 
of OYAMA “made in” Japan was too high.  
When these respondents were told to evaluate the service, 39 of 74 consumers thought 
the service of Sony “made in” Japan was acceptable, while 48 of 74 consumers 
believed the service of OYAMA “made in” Japan was not acceptable. Similarly, 40 of 
74 consumers thought that purchasing Sony “made in” Japan was not risky, while 42 










Table 5-3 Animosity and Product Attributes 1 
 
  Sony made in Japan OYAMA made in Japan 
Product Attributes N≤4 Mean N≤4 Mean 
Workmanship 31 3.36 36 3.41 
Reliability 23 3.49 30 3.25 
Durability 22 2.85 25 2.66 
Tech Advantage 16 2.96 35 3.44 
Design and Style 11 3.17 30 3.09 
Overall Quality 41 2.48 36 2.87 
Price 30 3.07 52 3.17 
Service 35 3.54 48 3.22 
Risk 40 3.02 32 3.16 
 
 
Table 5-4 Animosity and Product Attributes 2 
 
  Sony made in China OYAMA made in China 
Product Attributes N≤4 Mean N≤4 Mean 
Workmanship 23 3.31 24 3.17 
Reliability 28 2.74 31 3.28 
Durability 33 3.33 26 3.44 
Tech Advantage 25 2.67 24 2.99 
Design and Style 34 3.06 21 2.33 
Overall Quality 35 3.88 45 2.78 
Price 48 2.69 35 3.17 
Service 44 3.69 36 2.42 
Risk 47 3.45 20 3.67 
 
Similar evaluations were not limited to products “made in” Japan. When the same 74 
consumers were asked to evaluate Sony “made in” China and OYAMA “made in” 
China, similar results were gained. For workmanship, reliability, durability, tech 
advantage, design and style, both Sony “made in” China and OYAMA “made in” 
China were evaluated positively. When the respondents evaluated the overall quality, 
price, service and risk, the results were not consistent with Sony “made in” China and 
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OYAMA “made in” China. 
The implications gained from the above discussion were according to the survey of 
this study. Consumers who show animosity toward Japan and then claim not to 
purchase any Japanese products do not necessarily devalue every attribute of the 
Japanese product. Even consumers who claim never to purchase any Japanese product 
acknowledge the fact that at least some of the attributes of Japanese products are 
acceptable.  
Secondly, consumers who refuse to purchase Japanese products because of animosity 
do not necessarily then support Chinese products. In the survey, consumers who 
claimed they would refuse to purchase Japanese products because of animosity were 
asked if they would purchase Chinese made products instead. According to the 
statistics of the survey, only 16 claimed that they would support home made products 
instead. This result also indicates that neither animosity nor consumer ethnocentrism 
strongly influences purchasing decisions of consumers.  
5-4. Animosity, Preference and Quality 
According to the data, all respondents are divided into three groups. Group one are 
consumers who show animosity against Japan and then refuse to purchase any 
Japanese products. Group two are consumers who show animosity against Japan on 
one hand, and still like to purchase Japanese products. Group three are consumers 
who show no animosity against Japan and claim they would purchase Japanese 
products.  
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This section has discussed whether there could be a difference in product judgment 
among consumers who showed animosity against Japan. It is clear that consumers 
who show animosity against Japan and refuse to purchase Japanese products do not 
devalue every product attribute. It is not clear whether there would be a difference in 
evaluation when all three groups are taken into account. Would they evaluate the 
overall quality in the same way?  
In order to test this, the SPSS factor loading analysis was imported to analyze the 
different evaluations among three groups of consumers. In view of the fact that the 
number of consumers in each group is not the same, and in order to maintain standard 
data, the smallest group was chosen as the standard sample volume. In this group, 
there were 74 consumers. All of these consumers showed animosity against Japan and 
refused to purchase Japanese products. Another 74 consumers were randomly chosen 
from the second group and all showed animosity against Japan but liked to purchase 
Japanese products. Similarly, 74 consumers were randomly chosen from the third 
group in which all the respondents showed no animosity against Japan and decided to 
purchase Japanese products in the survey. 
Table 5-5 Factor Loading of Six Attributes among Three Groups of Consumers 
  SONY made in Japan 
  Consumers1 Consumers2 Consumers3 
Workmanship 0.437 0.531 0.527 
Reliability 0.625 0.746 0.799 
Durability 0.511 0.639 0.736 
Tech Advantages 0.489 0.651 0.647 
Design and Style 0.512 0.588 0.619 
Quality 0.443 0.514 0.523 
Sums of Squared Loading 0.534 0.787 0.803 
Note: Consumers 1 are consumers who showed animosity against Japan and refused to purchase 
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Japanese products. Consumers 2 are consumers who showed animosity against Japan but liked to 
purchase Japanese products. Consumers 3 are consumers who showed no animosity against Japan 
and decided to purchase Japanese products in the survey. In each group, the sample number is 74. 
 
As shown in Table 5-5, when three groups of consumers were asked to evaluate Sony 
made in Japan, interesting results were found. First of all, although both consumers 2 
and consumers 3 actually decided to purchase Japanese products, Sums of Squared 
Loading of consumers 3 was higher (Sums of Squared Loading = 0.803, 0.787 
respectively). Secondly, although Sums of Squared Loading of consumers 2 was 
lower than that of consumers 3, consumers in group 2 did not have a lower evaluation 
of every attribute than the evaluations of consumers 3. Particularly, workmanship, and 
tech advantage had a higher evaluation than consumers 2, and consumers 3. 
Consumers 3 had a higher evaluation of reliability, durability, design and style, and 
quality than consumers 2. 
On the other hand, when consumers 1 and consumers 2 are compared together, all the 
evaluations given by consumers 1 are lower than consumers 2, especially on the 
evaluation of quality. When all three groups are compared together, the Sums of 
Squared Loading of consumers 1 are the lowest (Sums of Squared Loading = 0.534, 
0.787, and 0.803 respectively). Particularly, for the evaluation of quality, consumers 1 
evaluated it the lowest, followed by consumers 2 and consumers 3 (Sums of Squared 
Loading = 0.443, 0.514 and 0.523 respectively). 
According to the above results, some implications could be found from Table 5-5. 
First of all, the impact of animosity was significant to some of the product attributes, 
for example, quality. Consumers who showed animosity against Japan evaluated 
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quality lower than consumers who showed no animosity. Secondly, evaluations were 
close between consumers who showed animosity against Japan but liked to purchase 
Japanese products and consumers who showed no animosity. The impact of animosity 
was weak when consumers showed willingness to purchase Japanese products.  
5-5. Country of Manufacture 
The results of the survey suggest that the Country of Manufacture could significantly 
influence consumers' evaluation of overall quality (F-value=79.112). Statistics from 
Table 4-6 and Table 4-7 further support the hypothesis that products "made in Japan" 
are evaluated higher than products "made in China". Statistics from Table 4-8 support 
the hypothesis that the influence of COM to quality judgment is stronger than the 
influence of brands. The results of the interview further support this hypothesis. 
Some interviewees pointed out that once consumers have a preference in mind, they 
will evaluate products based on this preference, for example, products made in Japan. 
At this stage, Country of Manufacture becomes so important that consumers even 
leave other product attributes such as price and quality behind. Even though some 
Japanese products, such as Sony, have been exposed by the media for technical 
defects, there were no such reports that consumers will refuse to buy Sony products. 
As you can see here we have Japanese cameras such as Sony, Canon and 
non-Japanese cameras such as Kodak and Samsung. When visiting my shop I 
often heard consumers say "Do not buy Samsung, Canon is better", "how about 
Japanese series?” It seems that consumers like to evaluate products from certain 
country as excellent, good, or just so so. I regard such evaluations as a general 
image of certain countries where the products are made. Once such images are 
formed, it may induce consumers to prefer certain products from certain 
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countries regardless of quality and price.8 
The results from the interview also suggest that the effects of COM are strong and 
lasting. Once it is formed, it is very difficult to change. The statistics from the survey 
reconfirmed this (Overall Quality: F-value=79.112; Perceived Risk: F-value=58.433; 
Purchase Intention: F-value=67.151). This is why from the 1980s until now, most 
Chinese consumers have never changed their belief in products made in Japan. 
Although in fact, more and more Japanese products at present are actually assembled 
and produced in China. 
I do believe that in the Chinese market, the influence of COM is very strong. Let 
me give you a simple example: You are going to purchase a vehicle, and you have 
only two choices. One is made in Japan, and the other is made in China. The 
conditions are, first, you have unlimited buying power, second, you are not given 
extra information concerning brand and quality. The question is, under such 
conditions, which country of manufacture would you choose?  
My guess is that it is very possible that you will choose a Japanese one. Why, the 
reason is also very simple. In most people's impression, a vehicle made in Japan 
should be much better than a vehicle made in China. In fact, to most Chinese 
consumers, it’s not only Japanese vehicles. For the majority of product 
categories, it seems that Japanese products enjoy a more positive image than 
Chinese products. 9 
Other important information revealed by respondents was that when Chinese 
consumers were influenced by Country of Manufacture, consumers will actively resist 
other foreign products, even if the other product may also perform well. 
Several months ago, we helped to promote Samsung’s new digital camera, and I 
still remember such a case. One day, a beautiful young lady visited our shop to 
buy a digital camera. I recommended this Samsung camera to her and introduced 
her to some latest figures for this new product. I felt confident after my 
introduction because I think this Samsung product met the lady's demand in every 
aspect. Contrary to my expectations, the lady refused my recommendation 
without a little hesitation. I still remember her words: "I’ve never heard of a 
Korean digital camera!" You know I was very surprised by her word because it is 
very hard to ignore the existence of products from a certain country. My curiosity 
                                                        
8 Mr. L, a dealer in the silicon valley, a PC shopping center in Beijing, China. 
9 Mr. S, one marketing concellor from X company in Beijing, China.  
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made me ask a further question: "then which product would you want to buy?" 
The answer this young lady gave me was Sony. "But my young lady, is it not true 
that Sony too, at the very beginning, was out of your knowledge?" The young 
lady did not answer my last question, but asked me again, “do you have Sony 
digital cameras in your shop or not?"  
After this case, I began to realize the power of country image. Once such an 
image is formed in consumers' minds it is very difficult to change it in a short 
time. That is why I say to my friends that it will be worthless to try to destroy a 
Japanese product or brand image by activities such as "anti-Japan demo". For 
the same reason, it is also very difficult to build a powerful image for our own 
Chinese national products.10 
When comparing Chinese products with Japanese products, some respondents pointed 
out the reason why Japanese products were much popular in China than Chinese local 
products. According to these respondents, it seems that the Country of Manufacture 
formed a country stereotyping among Chinese consumers.  
On the other hand, some consumers formed a negative image for Chinese 
products, no matter what category of products these consumers met. These 
consumers would always label these products with a negative image, for example, 
cheap and bad quality. I think this is the reason why it is very difficult for 
Chinese products to compare with Japanese products and European products. 
This negative country image has made it necessary to depreciate the value of 
Chinese products in order to sell more. Although we all know that it is not correct 
to conclude that all Japanese products and European products are superior to 
our Chinese products.11 
 
Some respondents revealed that the same products with different Country of 
Manufacture could even differ in price. This indicated that to Chinese consumers, 
sometimes the price of a product is not closely related to product attributes such as 
workshop, durability, design and quality, but to Country of Manufacture. 
To some extent, we sellers have to accept such a cruel fact. For the same product, 
if we stick on a "made in Japan" label, we can sell it at a higher price compared 
to the price of the same product with a "made in China" label. This is the power 
of country image. Although in today's market, a Japanese product does not 
necessarily mean that this product should be made in Japan. As we all know, 
                                                        
10 MS. J, shop assistant of one shop in Silicon Valley, a PC shopping center in Beijing, China. 
11 Mr. L, one dealer in Silicon Valley, a PC shopping center in Beijing, China. 
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more and more Japanese products are assembled or made in China. The majority 




According to the results of the survey, the influence of the brands to consumers' 
purchase intention is stronger than the influence of COM (Standardized coefficients, 
beta=0.256, 0.192, respectively). This result compensates for previous studies, which 
only mention that both COM and brands could significantly influence consumers' 
purchase intention. The interviews further illustrated the reason why to Chinese 
consumers, the influence of famous Japanese brands is so strong to consumers' 
purchase intention. 
According to some respondents in the interview, extra value bond with brand was the 
real reason why some Chinese consumers prefer Japanese brands to other brands.  
Most Japanese companies have their well-known brands, for example, Sony, or 
Canon. As dealers, we sell both products and brands to consumers. And we know 
that the value of a product is very different from the value of a brand. For 
example, a consumer buys a Sony digital camera from us, and what this 
consumer acquires is what he or she could use to take photos. At the same time, 
when this consumer pays, he or she also acquires the possibility of satisfying 
themselves. From this perspective, a Chinese made digital camera may have the 
same functions as a Japanese digital camera. This means the benefit acquired 
from the product is the same. However, like you asked just now, why do most 
Chinese consumers like to buy Japanese digital camera? I say the answer is 
behind the value bond with Japanese brand.13 
 
Other interviewees pointed out that Japanese culture was another very important 
                                                        
12 Mr. H, a shop owner in Silicon Valley, a PC shopping center in Beijing, China. 
13 Mr. Y, one marketing executive from X company in Beijing, China.  
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reason why so many Chinese consumers have a favorable impression of Japanese 
brands. This means, when cultural elements are bonded with brands, these brands may 
become more popular. These respondents also revealed that although Korean dramas 
are very popular in China, Korean brands could not compete with Japanese brands, 
because Chinese consumers connected with Japanese culture much earlier. 
It is very easy to understand why many Chinese consumers like to purchase 
Japanese brands. Back in the 1980s, Japanese brands were the only foreign 
brand in China, and at that time, no Chinese national brand could compete with 
Japanese brand in any aspect. In that period of time, Japanese brands were a 
symbol of “high quality.” Although the price was rather expensive, most Chinese 
families liked to own a Japanese brand, especially televisions. Twenty years have 
passed, but the positive reputation has remained and this reputation has formed a 
positive country image in the minds of Chinese consumers. To most Chinese 
consumers, what they want may be not the product, but the brand. As sellers, we 
know that at present, there is little difference in functions concerning digital 
cameras. However, many consumers like to pay more money to own a Sony, but 
not a cheaper Chinese brand. One of the reasons is they have a positive country 
image in their mind. 
Another reason is, perhaps, the cultural element bond with Japanese brands. 
Today’s consumers aged between 30 and 40, mostly have a very good memory 
about Japanese Manga, for example, Doraemon14 and Yikkyu15. I say many of 
these consumers are very interested in Japanese culture. Some of them may also 
like to play Japanese computer games. Like me, I like Sankokushi16. I am afraid 
no consumers would buy a brand without culture.  
Thirdly, I say, most consumers are perceptual rather than rational when they 
consume. It is very difficult to explain why they choose a Sony rather than 
Samsung. Just like a young lady likes to watch Korean dramas but knows little 
about Korean language. If you compare a Korean brand and a Japanese brand, 
you will find both are very good at cultivating the cultural value bond with their 
brands. But, in China, it is the Japanese culture that consumers touch first. 
Korean culture only became hot a few years ago. It means that, for Korean 
companies, they have to show a connection between their brands and their 
dramas to let consumers know. However, for Japanese companies, they know 
they need not be so deliberate, because many Chinese consumers already have 
such a positive country image even before these companies entered the Chinese 
market. This is why although both Korean and Japanese brands bond with 
                                                        
14  A Japanese Manga series, very popular in China, since 1980s. 
15  A Japanese Cartoon, very popular in China, since 1980s. 
16  A very famous Japanese computer game series. Its story is closely related to Chinese history. 
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Some respondents revealed another reason why Chinese consumers like to purchase 
Japanese brands.  
One of my friends visited my shop a few days ago. He just bought a new villa and 
needed a big LCD TV. According to his requirements, I recommended to him a 
Chinese brand "Chang Hong", but my friend refused without any hesitation. He 
laughed and said, "If I took this Chinese crap back, any friend who went to visit 
my villa will laugh at me." What he did not say is he felt that a Chinese brand 
LCD TV is not in keeping with his status. Apparently, what my friend really needs 
is the value bond with a famous brand.18 
 
As a supplement to the results of the survey, some of the results from the interview 
gave further reasons why the influence of Japanese brands is so strong. Some 
respondents revealed that correct positioning is one of the reasons why Japanese 
brands are very successful. According to these respondents, most of the Japanese 
brands remain in the high end market, where the buying power of consumers is strong. 
On the other hand, most Chinese local brands belong to middle and low end market, 
where the buying power of consumers is limited. These respondents also pointed out 
the big difference between Japanese companies and Chinese local companies. 
I say correct product positioning is one of the reasons why Chinese consumers 
prefer Japanese brands. In the market of digital cameras, we divide the market 
into three levels: high, middle, and low. Big cities such as Beijing are in the high 
terminal market, or level one market. Brands existing in this market are accepted 
by the majority of Chinese consumers. Of course, on the other hand, these brands 
also need frequent, powerful support from companies. By now, most Chinese 
brands do not belong to this market. Compared with Japanese companies, most 
Chinese brands cannot compete in capital, human resources, or technology. 
                                                        
17 Mr. Y, a shop owner in Silicon Valley, a PC center in Beijing, China. 
18 Mr. H, a shop owner in Silicon Valley, a PC center in Beijing, China. 
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According to some interviewees, another reason why so many Chinese consumers 
know Japanese brands so well is that Japanese companies have a unique way to 
broadcast their brands. These respondents also point out that it is their critical 
technical advantage that attracts more and more Chinese consumers. Most Chinese 
brands on the other hand, had no way to compete with Japanese brands. 
In today's Chinese market, the most efficient way to broadcast your brand is 
through advertisement. As you know, almost every brand needs to advertise. 
However, why do most consumers only remember brands such as Sony and 
Canon? It’s because famous companies such as Sony and Canon, have a unique 
way to broadcast their brands. First of all, if you observe carefully, you will find 
almost all advertisements about Japanese brands are very persuasive. Why do 
most Chinese consumers prefer Sony's digital camera? It’s because Sony has 
always taught consumers through advertisements that it is very important to 
select CCD19 size, and Sony's digital cameras are proud of their CCD size. By 
doing so, more and more Chinese consumers know that when they select digital 
cameras, they have to pay attention to CCD size, and then they all focus on Sony. 
However, most Chinese brands use propaganda to make an attractive package. 
But every Chinese brand has a different package, and there is no standard way to 
define an "attractive package”. This is why most Chinese brands only occupy 
small shares in the market, and most consumers tend to focus on Japanese 
brands.20 
 
Furthermore, some interviewees revealed that Japanese companies have a unique way 
of creating loyal consumers. Most loyal consumers of Japanese brands are white 
collar workers in the upper class. These consumers need high-end products, which fit 
their social status. Japanese brands meet their demands, while most Chinese brands 
cannot.  
Secondly, if you observe carefully, you will notice that for most advertisements 
concerning Japanese brands, there is a close connection between brands and 
target-consumers. This differs from other foreign brands. Japanese brands 
usually lock up a certain group of consumers. As far as I know, most Japanese 
                                                        
19  Charge Coupled Device: one of the crucial components in digital cameras. 
20  Ms. L, marketing executive of company X, which has three shops in Silicon Valley, Beijing, 
China. 
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brands like to lock up consumers age between 30 and 40. Most of the consumers 
in this group have stable jobs, a salary, and some of them are white-collar. Most 
of these consumers like digital products and like to own digital cameras. Most 
importantly, these consumers need a brand, which fits their status. As you know, 
if you invite some of your friends to take photos outside, it is very possible that 
most of them own Japanese digital cameras, and if you use a Chinese national 
brand, may be you will feel uneasy. Why? It’s because you and your friends 
belong to the same group of consumers. They own Japanese brands, so why is it 
only you bought a Chinese brand? In this case, it is very possible that you would 
quickly shoot into a shop and buy a Japanese brand and never touch your 
Chinese national brand again, although you are very patriotic. 
In conclusion, I say, there is a reason why most Chinese consumers like to own 
Japanese brands. Comparing with other brands, Japanese companies are very 
good at cultivating their target consumers. These companies know how to make 
their target consumers show loyalty to Japanese brands. Like you mentioned just 
now, once this kind of country image is formed, it is very difficult to change. 
Although your first camera might be a Japanese brand, and you like it, you might 
choose a Chinese brand as your second camera. But eventually you will feel 
different and unsafe and maybe change to a Japanese brand again.21 
 
5-7. Summary 
As a supplement to the survey, the interview was implemented to further investigate 
Chinese consumers’ attitude toward Japanese products from the perspective of dealers 
who actually sell Japanese products to Chinese consumers. 
With reference to Country of Manufacture, both the results of the survey and 
interview supported the notion that Country of Manufacture can be a very significant 
index for Chinese consumers when the products are Japanese. The interview further 
revealed that the influence of Country of Manufacture is strong, and once it is formed 
it is very difficult to change. As more Chinese consumers become familiar with the 
image of “made in Japan”, the more Chinese consumers rely on it when making 
                                                        
21 Ms. L, marketing executive of company X, which has three shops in Silicon Valley, Beijing, China. 
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purchase decisions. This results further support previous studies. For example, 
Nagashima (1970) found that the “made in” image was strongly influenced by 
familiarity and availability of the country’s products. Country of Manufacture was 
statistically significant in affecting consumers’ purchase intention (Yaprak, 1978). 
There were significant differences in the perception of quality depending on where 
they were made (White & Cundiff, 1978). Country of Manufacture seemed to affect 
perceptions of quality and price for products from different nations (Hugstad & Durr, 
1986). 
With regard to brand name, both the survey and the interview support the fact that 
Chinese consumers are very sensitive to Japanese brands. The results of the interview 
further suggest that cultural value bond with brands is a very important reason why 
Chinese consumers prefer Japanese brands rather than other brands. The results of the 
interview also reveal that Chinese consumers’ preference to Japanese brands also 
makes consumers reject other brands, although consumers may have no knowledge 
about whether there is a difference in quality, and of other product attributes between 
Japanese brands and other brands. The results of the interview also suggest that brand 
popularity may have an indirect effect on the shares of the brand in the market.  
Concerning the impact of animosity against Japan and ethnocentrism, both the results 
of the survey and interview suggest the existence of both animosity and ethnocentrism 
among Chinese consumers. However, it seems that the impact of animosity and 
ethnocentrism to consumers’ purchase decisions with regard to Japanese products is 
weak compared with the strong image of “Made in Japan” and Japanese brands’ 
 86
popularity. 
5-8. Limitations of the Study 
In order to keep the research design simple, and respondents fatigue to a minimum, 
this study was designed to only investigate Chinese consumers’ product evaluation of 
one product and two levels of country image. The interviews were implemented as a 
supplement to the survey, but considering there are many different categories of 
products and many country images in the Chinese market, the results would be 
different with more categories and country images involved.  
Furthermore, it is well known that China is a huge country with many different 
provinces and a large population, of different peoples. It is very possible that 
consumers in different cities may have different attitudes toward Japan and Japanese 
brands. It is necessary to point out that the 1000 consumer sample drawn in the survey 
was only from Beijing, the capital city of China. The result may have been different if 
consumers from other cities were involved. Similarly, in the interview, only twenty 
samples were drawn. The result may have been different if more interviewees joined 









Chapter 6: Conclusion 
 
The purpose of this study is to investigate the different influences of Country of 
Manufacture and brands to consumers' quality judgment and purchase intention. In 
chapter four, the hypotheses were examined and discussed using the results from the 
survey and the interview. In this chapter, the conclusion of the study will be presented 
together with research direction for the future. 
6-1. Summary of the Research Findings 
6-1-1 COM, Animosity and Consumer Ethnocentrism 
One of the purposes of this study is to examine how Country of Manufacture would 
influence Chinese consumers' quality judgment and purchase intention when they 
compare products made in Japan and products made in China. The quality judgment in 
this study imported nine variables, which were: workmanship, reliability, durability, 
technical advantage, design and style, overall quality, price, service and purchase risks. 
According to the survey, when Chinese consumers compared products made in Japan 
and products made in China, products made in Japan were evaluated higher in quality 
judgment than products made in China.  
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As for purchase intention, according to the survey, the majority of Chinese consumers 
would like to purchase Japanese products, although a minority of them claimed that 
because they hated Japan, they refuse to purchase Japanese products. This result 
challenged the impact of animosity to consumers' purchase intention in previous studies. 
Similarly, the influence of ethnocentrism to consumers' purchase intention was also 
tested to be weak, according to the results of the survey.  
Interestingly, according to the results of survey, some respondents claimed that on one 
hand, they hated Japan, and on the other hand, they liked to purchase Japanese products. 
There were two main reasons, according to the survey. First of all, these respondents 
did not think it was paradoxical to hate Japan, and also purchase Japanese products. 
This result significantly challenged the impact of animosity to consumers' purchase 
behavior. Secondly, according to the result of survey, culture seems to be a powerful 
factor influencing consumers’ attitude toward Japanese products. Some of the 
respondents mentioned that because they like Japanese culture, for example Manga and 
drama, they like to purchase Japanese products rather than refuse them. 
Results from the interview revealed deeper reasons why Chinese consumers like to 
purchase Japanese products. The results revealed that Country of Manufacture is 
closely related to country stereotyping effects. Chinese consumers tend to evaluate 
products from a more developed country (in this study, Japan) higher than products 
from a less developed country (China).  Furthermore, this country stereotyping effect 
influences consumers' quality judgment of products. Results from the survey further 
support this fact, as when Chinese consumers compare Japanese products and Chinese 
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products, the main attributes of Japanese products were often evaluated higher than 
Chinese products.  
6-1-2. COM and Brands 
One of the purposes of this study was to examine the different influence of Country of 
Manufacture and brands to quality judgment and purchase intention. According to the 
results of the survey, on one hand, although Country of Manufacture and brands can 
both influence quality judgment, the influence of Country of Manufacture is stronger 
than the influence of brands. On the other hand, although both Country of Manufacture 
and brands can influence consumers' purchase intention, the influence of brands is 
stronger than the influence of Country of Manufacture. The study further investigated 
the possible influence of interaction between Country of Manufacture and brands. 
According to the results of survey in this study, no apparent influence of interaction was 
found between Country of Manufacture and brands. 
The results of the interview further illustrate the reason why the influence of brands to 
purchase intention is so strong. According to the interview, Japanese culture seems to 
be a very important reason why many Chinese consumers are attracted to Japanese 
brands. The successful marketing strategy implemented by Japanese companies could 
be another reason. 
6-2. Past and Future: The Way towards the COO Studies 
To some extent, the studies of the COO in academia lag behind the changes 
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happening in the market. Evidence includes the concept of the COO. The majority of 
past relevant studies still relate the COO to the Country of Manufacture. However, in 
today’s market, more detailed definitions are being used, for example country of 
brand, country of design, and country of assembly. The exact origin of the products is 
becoming more difficult to locate. As more products are being manufactured and 
assembled in less developed countries, for example China, some classical theories 
concerning the effects of the COO are becoming less effective.  
Furthermore, the term “products” has changed significantly in reality but not in 
academia. In academia, the majority of products used have one country of origin. 
However, in reality, more and more products in today’s market are hybrid products, or 
products with more than one origin. This also makes some classical theories of COO 
less effective.  
In addition, when studies of COO are related to sentiments of consumers, the 
influence would change with both time and space. Take consumer ethnocentrism and 
animosity as an example. Although the impact of consumer ethnocentrism and 
animosity has been tested to be significant in developed countries, for example the 
USA, such an impact could be very different if the consumers are from less developed 
countries, for example China. Particularly, sentiment toward a certain country could 
also change depending on the relationship between consumers’ home country and the 
target country. Sentiment can change from time to time.  
In conclusion, studies of COO in academia need to be updated. Many existing 
theories need to be reexamined in view of the changing market.  
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6-3. Future Research Direction 
Past literatures indicated that the majority of studies concerning consumers’ attitude 
toward foreign products was conducted in developed countries. In future, research 
could focus more on developing countries. 
As for understanding consumers’ attitudes toward foreign products, the effects of 
COO used to be considered as a very important tool. Given the fact that there are 
many dimensions for COO, future studies could focus on dimensions other than those 
explored in this study. In addition, different categories of products could be examined 
in future studies to give a wider picture and offer more accuracy.  
Lastly, the size of the Chinese market is huge. Geographically speaking, consumers 
living in different areas of China could have differing degrees of attitude toward Japan 
and Japanese products. Future studies may choose other cities to investigate Chinese 
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Please take a few minutes to complete this survey. The information you provide will 
give us an opportunity to better understand Chinese consumers’ attitude toward 
Japanese products in regards to animosity toward Japan, support for home country 
made products, and preference of purchasing Japanese products. Your response will 
be anonymous and will remain completely confidential. Thank you in advance for 
timely participation and cooperation. 
Questionnaire Instructions 
Please note that in this survey, we will use Microsoft PowerPoint software as virtual 
tool. Each applicant will be randomly assigned to one of the ten survey groups. In 
each group, there will be one survey coordinator with a laptop computer. Within the 
survey, you will be shown some colorful advertisement slices through Microsoft 
PowerPoint software from the laptop computer. All the slices are pictures of some 
digital cameras. The survey coordinator will ask you some questions after the slice is 
shown, and your response and answers will be put into the laptop computer. Thank 












How do you evaluate this product using the picture and the parameters given (Seven-point 
scale)? [From the best to the worst] 
 Excellent workmanship___ ___ ___ ___ ___ ___ ___ 
 Reliability___ ___ ___ ___ ___ ___ ___ 
 Durability___ ___ ___ ___ ___ ___ ___ 
 Technical advantage___ ___ ___ ___ ___ ___ ___ 
 Design and style___ ___ ___ ___ ___ ___ ___ 
 Overall quality___ ___ ___ ___ ___ ___ ___ 
 Price___ ___ ___ ___ ___ ___ ___(from very expensive to very cheap) 
 Service___ ___ ___ ___ ___ ___ ___(from best to worst) 
 Risk if buying this product___ ___ ___ ___ ___ ___ ___(from highest to lowest) 




Picture of a digital camera (See Appendix Picture 1)  
〇 No brand name 
〇 No “made in” image 
〇 Common parameters are given for consumers to 
evaluate this product. These parameters are exactly 
the same when consumers select among different 









How do you evaluate this product using the picture and the parameters given (Seven-point 
scale)? [From the best to the worst] 
 Excellent workmanship___ ___ ___ ___ ___ ___ ___ 
 Reliability___ ___ ___ ___ ___ ___ ___ 
 Durability___ ___ ___ ___ ___ ___ ___ 
 Technical advantage___ ___ ___ ___ ___ ___ ___ 
 Design and style___ ___ ___ ___ ___ ___ ___ 
 Overall quality___ ___ ___ ___ ___ ___ ___ 
 Price___ ___ ___ ___ ___ ___ ___(from very expensive to very cheap) 
 Service___ ___ ___ ___ ___ ___ ___(from best to worst) 
 Risk if buying this product___ ___ ___ ___ ___ ___ ___(from highest to lowest) 




Picture of a digital camera (See Appendix Picture 2) 
〇 No brand name 
〇 Made in China (manipulated) 
〇 Common parameters are given for consumers to 
evaluate this product. These parameters are exactly 
the same when consumers select among different 








How do you evaluate this product using the picture and the parameters given (Seven-point 
scale)? [From the best to the worst] 
 Excellent workmanship___ ___ ___ ___ ___ ___ ___ 
 Reliability___ ___ ___ ___ ___ ___ ___ 
 Durability___ ___ ___ ___ ___ ___ ___ 
 Technical advantage___ ___ ___ ___ ___ ___ ___ 
 Design and style___ ___ ___ ___ ___ ___ ___ 
 Overall quality___ ___ ___ ___ ___ ___ ___ 
 Price___ ___ ___ ___ ___ ___ ___(from very expensive to very cheap) 
 Service___ ___ ___ ___ ___ ___ ___(from best to worst) 
 Risk if buying this product___ ___ ___ ___ ___ ___ ___(from highest to lowest) 





Picture of a digital camera (See Appendix Picture 3) 
〇 SONY 
〇 Made in China (manipulated) 
〇 Common parameters are given for consumers to 
evaluate this product. These parameters are exactly 
the same when consumers select among different 









How do you evaluate this product using the picture and the parameters given (Seven-point 
scale)? [From the best to the worst] 
 Excellent workmanship___ ___ ___ ___ ___ ___ ___ 
 Reliability___ ___ ___ ___ ___ ___ ___ 
 Durability___ ___ ___ ___ ___ ___ ___ 
 Technical advantage___ ___ ___ ___ ___ ___ ___ 
 Design and style___ ___ ___ ___ ___ ___ ___ 
 Overall quality___ ___ ___ ___ ___ ___ ___ 
 Price___ ___ ___ ___ ___ ___ ___(from very expensive to very cheap) 
 Service___ ___ ___ ___ ___ ___ ___(from best to worst) 
 Risk if buying this product___ ___ ___ ___ ___ ___ ___(from highest to lowest) 




Picture of a digital camera (See Appendix Picture 4) 
〇 SONY 
〇 Made in Japan (manipulated) 
〇 Common parameters are given for consumers to 
evaluate this product. These parameters are exactly 
the same when consumers select among different 








How do you evaluate this product using the picture and the parameters given (Seven-point 
scale)? [From the best to the worst] 
 Excellent workmanship___ ___ ___ ___ ___ ___ ___ 
 Reliability___ ___ ___ ___ ___ ___ ___ 
 Durability___ ___ ___ ___ ___ ___ ___ 
 Technical advantage___ ___ ___ ___ ___ ___ ___ 
 Design and style___ ___ ___ ___ ___ ___ ___ 
 Overall quality___ ___ ___ ___ ___ ___ ___ 
 Price___ ___ ___ ___ ___ ___ ___(from very expensive to very cheap) 
 Service___ ___ ___ ___ ___ ___ ___(from best to worst) 
 Risk if buying this product___ ___ ___ ___ ___ ___ ___(from highest to lowest) 





Picture of a digital camera (See Appendix Picture 5) 
〇 OYAMA 
〇 Made in China (manipulated) 
〇 Common parameters are given for consumers to 
evaluate this product. These parameters are exactly 
the same when consumers select among different 








How do you evaluate this product using the picture and the parameters given (Seven-point 
scale)? [From the best to the worst] 
 Excellent workmanship___ ___ ___ ___ ___ ___ ___ 
 Reliability___ ___ ___ ___ ___ ___ ___ 
 Durability___ ___ ___ ___ ___ ___ ___ 
 Technical advantage___ ___ ___ ___ ___ ___ ___ 
 Design and style___ ___ ___ ___ ___ ___ ___ 
 Overall quality___ ___ ___ ___ ___ ___ ___ 
 Price___ ___ ___ ___ ___ ___ ___(from very expensive to very cheap) 
 Service___ ___ ___ ___ ___ ___ ___(from best to worst) 
 Risk if buying this product___ ___ ___ ___ ___ ___ ___(from highest to lowest) 





Picture of a digital camera (See Appendix Picture 6) 
〇 OYAMA 
〇 Made in Japan (manipulated) 
〇 Common parameters are given for consumers to 
evaluate this product. These parameters are exactly 
the same when consumers select among different 




Q1. Do you show hostility to Japan, or do you hate Japan? 
(1) Yes, I do  (2) No, I do not 
If you choose (2), please jump to Q7 
Q2. If you chose “Yes”, please tell us your reason.(multiple choices) 
¾ I feel angry when I thought what Japanese soldiers did during the war. 
¾ It makes me angry that Japan did not compensate for what they did to China in the past 
invasion history. 
¾ It is not right to deny the truth by sophisticating history book. 
¾ Japan is taking advantage of China, through selling out of date products. 
¾ Other reason, please specify. 
Q3. If you chose “Yes”, will you buy a “made in Japan” product if this product meets your 
demand in every aspect? 
     (1) Yes, I will   (2) No, I will not 
Q4: If you chose “Yes”, please tell us reasons why you will do so. 
Q5. If you chose “No”, please tell us reasons why you refuse to purchase this product. 
Q6. If you choose “Yes”, will you buy a similar Chinese product as a support for home made 
product? 
     (1) Yes, I will   (2) No, I will not 





In this part, please answer the following questions about yourself. The information contributed 
will be very important in the analysis of data. Please be assured that all responses will be kept 
strictly confidential. Please check one category or fill in the blank as required. 
1. Sex        male                 female 
2. Age       Below 20 ； 21-30 ； 31-40 ； 41-50 ； 51-55 ； 55above 
3. Education Level 
               Primary 
               Secondary 
               Polytechnic graduate 
               University graduate 
               Postgraduate 
               PHD 
3. Occupation 
               Not employed 
               Self-employed 
               Homemaker 
               Laborer 
               Retired 
               Public sector 
               General office/clerical 
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               Student 
               Skilled worker 
               Military 
               Professional 
               Sales 
               Management 
               Others 
4. Salary/per Month 
               No salary 
               1000 and 1000 below 
               1001-3000 
               3001-5000 
               5001-7000 
               7001-10000 
               10000 above 
The questionnaire will end here. 



















































































































Manufacture: MADE IN JAPAN
 
 
 
 
